





PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 





Vor. LXVIII. NEW YORK, Avcust 11, 1909. No. 6. 


Tariff Protection 


US. 


Advertising Protection 


Tariff Protection will keep out foreign competition in whole or in 
part, but— 

You can’t buy it. Legislators give it or take it, and the more suc- 
cessful you are the more danger of a cut in your tariff rates. 

Advertising Protection protects against home competitors, as well 
as foreign. When the women of America understand and believe 
in your product through reading your advertisement in the Butterick 
magazines—the Fashion Authorities of the World—then you have 
Advertising Protection. No thief can steal it. No legislator can legis- 
late it out of existence. The law protects your brand and trade mark. 
Your factory may burn down but the demand for your goods remains— 
because of Butterick advertisements. Continued, judicious advertising 
will increase your protection and the more you increase it, the easier 
it becomes to further increase it. 

Butterick magazines are read by millions of women—they are read 
and sold by over 17,000 dealers in the goods which women buy. Abso- 
lutely—these dealers’ orders are influenced largely by the advertis- 
ment in Butterick magazines. 

They see the demand created and feel it later. 

They are ready for it when it comes for they have bought a stock. 

Protect your profits—use the Butterick Trio and Quarterlies. They 
give the greatest Advertising Protection in the women’s field. 


Manager of Advertising 
Betteriok co 
New York 


F. H. Ratsten, Western Adv. Mgr., nie Nat'l Bank Bldg., Chicago 


Ask Our Advertisers 
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Every Sixth House 


If I should offer to— 

—canvass for your goods 

—exactly as you laid out their selling points to me 

—with all your enthusiasm 

—in every sixth house in the State of Wisconsin— 

—And then back this all with the weight of my personal 
acquaintance with these people and their confidence in me—- 

Would that bring direct orders—would it create a demand 
on the dealer? 

Would such service be worth $49.00 to you? 

Well, I hereby make that proposition. 

My paper, the Wisconsin Agriculturist, is a personal prop- 
osition. It is not merely a business adviser, but an information 
bureau. Our people look upon the editor as a personal friend, 
and come to him in person and by letter with all sorts of 
problems of the most personal character for him to solve. 


The Winconsin A griculturist 


reaches over 60,000 farmers—one-third (the best third) of 
all the farm homes in the State; one-sixth of all its families. 

Did you get that? One out of every six homes! 

How many newspapers can equal that record for concen- 
trated selling effect? Not over twenty papers in this country 
reach every sixth home and then only in a single city. 

Now $49.00 will get a quarter-page—196 lines—in the 
Wisconsin Agriculturist. That space is big enough for the 
average advertiser to tell his story completely—and tell it as 
he knows it with all his enthusiasm. 

Moreover, he goes to the readers not as a stranger, but 
with my introduction and guarantee that he is worthy of their 
confidence. 

No wonder advertising in the Agriculturist brings results 
which surprise advertisers used to scattered circulation in 
impersonal papers. 

Ask us to show you what we have done for other general 
advertisers and how little it costs to Blanket Wisconsin. 


THE WISCONSIN AGRICULTURIST 
ARTHUR SIMONSON, Publisher 
Racine, Wisconsin 
GEO. W. HERBERT, WALLACE C. RICHARDSON, Inc. 


Special Representative, Eastern Representatives, 
First Nat’l Bank Bldg., Chicago. 41 Park Row, New York. 
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ANALYZING MAGAZINE CIR- 
CULATION. 





NEED FOR DATA TO DETERMINE THE 
LOCATION AND CHARACTER OF 
READERS—HOW AN ANALYSIS CAN 
BE MADE, 





By Louis Scott Dabo, 

The advertiser is putting mag- 
azine circulation under analysis. 
He is making and will continue to 
make the kind of discoveries that 
lead to a change of method in 
buying space. There is no other 
utility in business of whose value 
and nature so little is known as 
magazine circulation. Many pub- 
lishers have heretofore refused to 
provide any analysis, because they 
didn’t think it was coming to the 
advertiser who pays the rate, or 
because a_ satisfactory analysis 
costs too much money and effort; 
and there was no one handy to 
undertake the job. 

Not long ago a case came to the 
writer’s attention where an ad- 
vertiser had appropriated ten 
thousand dollars to advertise a 
guaranteed line of hosiery. The 
agency who placed the business 
had three men in charge of the 
account and each one had differ- 
ent views as to how and where 
to spend the money. Finally the 
one of the three who had had least 
experience got authority from the 
agency to put $7,500 into the mag- 
azines and the balance in trade 
literature to boom the advertising 
with the dealer. His plan included 
small space in a half-dozen mag- 
azines for six months, preceded 
by a “smashing” line of advance 
trade work on the dealer to induce 
him to stock up in anticipation of 
the “big” advertising campaign. 
After some quiet investigation by 
the minority it was found that 
the advertiser had a distribution 
of less than 15 per cent through- 
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out the country, and all of this 
was located in cities and towns, 
while three of the magazines’ cir- 
culation was thinly distribute! in 
the small towns and rural districts 
all over the country. Fortumnately 
the advertiser “wanted to know” 
before he O. K.d the plan, and 
as a result an entirely ne? plan 
was drawn up. 

Now this is a typical case of the 
methods common in some adver- 
tising agencies in making a plan. 
to spend money. The agent fig- 
ures that so long as the circula- 
tion can’t roll off into the seas 
that partly surround this country, 
it’s a safe gamble that the adver- 
tiser’s appropriation will find its 
results somewhere. : 

This may be safe procedure 
for advertisers of a low-priced 
necessity that has had a thorough 
distribution, but even then there 
is considerable loss and waste, as 
the following example will show. 


HAPHAZARD SPACE BUYING. 


The advertising of a well-known 
article that is sold entirely through 
druggists was coveted by the rep- 
resentative of a popular magazine 
well over the half-million mark at 
that time. It was said to be a 
good reply producer and a good 
seller of goods over the counter. 
A contract was given for full- 
page space; the ad was prepared 
by the magazine’s own staff of 
writers, a liberal sample was of- 
fered and a special key inserted. 
For three months the returns were 
watched, tabulated and compared; 
when the figuring was all over, it 
was found that reply cost was 
higher than from other meth- 
ods. They were of a very poor 
order of people, judged by writ- 
ing, stationery, diction, etc., and 
go per cent came from rural sec- 
tions of the country, where the 
advertiser's most doubtful drug- 
store credits were located, and 











4 PRINTERS’ INK. 


where stores are twenty miles o1 
more apart. 

HOW AN ANALYSIS IS MADE. 

Let us take a magazine with a 
total circulation of, say, half a 
million copies. Under the accepted 
average of five individuals to a 
family, this gives sixteen million 
families in the United States 
among which these half-million 
copies circulate, or 6.25 per cent 
of the population of the entire 
country. Now, break up the total 
population into four geographical 
sections, viz: 


Eastern states population... 21,231,306 
Approximate families....... 4,246,306 
Copies circulated........... 168,427 
Central states population.... 25,857,552 
Approximate families....... 6,171,510 
Copies circulated........... 151,158 
Southern states population.. 22,234,237 
Approximate families....... 4,446,847 
Copies circulated........... 52,753 
Western states population... 6,667,656 
Approximate families....... 1,333,531 
Copies circulated........... 75,979 


From the total circulation fig- 
ures by states, the particular totals 
by cities and towns (and their 
suburbs) are drawn, showing the 
percentage of the urban circula- 
tion to the rural or country and 
their proportions to the popula- 
tions of both, as a whole. 

In one case, these circulation 
figures are being compared to the 
approximate wealth per capita of 
the states’ population, earning 
power of the inhabitants, as 
gauged by the industries, number 
of employed in these industries, 
number of home owners vs. rent 
payers, etc, and the average in- 
come of working classes. 

VALUE TO THE ADVERTISER. 


No advertiser who is ignor- 
ant of the percentage and loca- 
tion of his distribution should 
be allowed to use the national 
magazines. It is up to the agent 
to get at the bottom of his dis- 
tribution, and find out where it 
is located. This requires consid- 
erable work on the agent’s part, 
and full co-operation of the ad- 
vertiser’s sales department. 

There is bound to be a per- 
centage of waste circulation in 
every magazine to the firm using 
same; in the words of one ad- 
vertiser, “We do not expect a 





guarantee of full 100 per cent cir- 
culation to match distribution 
wherever it may be located, but 
what we want to know is which 
magazine will or can give us a 
maximum amount of good pur- 
chasing prospects in those parts 
of the country where our goods 
are most thickly distributed; we 
want the analysis of your circula- 
tion to compare with our snalysis 
of dealers and sales.” 

The circulation figures given 
above show a preponderance of 
circulation in the Eastern (170,- 
430) and Central States (152,000), 
and low totals in the Western 
(76,000) and Southern (53,000), 
so that out of its total circulation 
in the United States 129,000 is 
located where this advertiser has 
little or no distribution and where 
in. fact transportation costs seri- 
ously offset profits. Now, the 
question before him is, “Is the 
circulation in my territory worth 
enough to me to discount the loss 
in other territories?” 

Whatever the decision may be, 
the analysis puts him in possession 
of practical reasons for selecting 
the mediums for his list, for ob- 
viously he will take those whose 
figures bulk heaviest in the terri- 
tory where he is well distributed— 
or where he wants to open new 
trade. He says: 

“Blank’s magazine (500,000) cir- 
culates among 5 per cent of the 
population in thickly distributed 
territory. Nobody’s (500,000) mag- 
azine gives 3 per cent of circula- 
tion in the same territory.” 

“Now, as rates and circulation 
of both magazines are equal, ob- 
viously space in Blank’s magazine 
is cheaper than in Nobody’s; but, 
as we want the influence of No- 
body’s magazine (owing to edi- 
torial policy, etc.), we will buy 
space in proportion to the per- 
centage of their circulation among 
the population where our goods 
are on sale.” 

This is the only equitab!e man- 
ner for the advertiser to figure 
where he gets off for the rate he 
pays. It remains for him to fig- 
ure out from the analysis just 
how much he can afford to pay 
for circulation that goes’ into his 
undistributed territory.. 
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The Prime Test 
of a Magazine’s 


Value 


ONE WAY TO SURELY KNOW THE ADVER- 
TISING WORTH OF A MAGAZINE—A POSI- 
TIVE INDICATION OF LITERARY VALUE 
AND THE SUBSCRIBER’S REGARD—RE- 
NEWED SUBSCRIPTIONS—ALSO A WORD 
ABOUT THE TIME WHEN LIFE HABITS 
ARE BEING FORMED. 








Do you know-the most severe test 
a magazine undergoes? 

Securing renewed subscriptions. 

No other feature connected with the 
operation of a magazine so definitely 
and surely tells the story of a maga- 
zine’s worth—no other feature so posi- 
tively indicates the subscriber’s mental 
attitude towards it. 

The usual percentage of renewals in 
magazines—either for Adult or Youth- 
ful circulation—is approximately 35 to 
55 per cent—that is the average. 

Certain magazines will secure only 
25 per cent renewals—while on the 
other hand certain magazines will secure 
in the neighborhood of 55 per cent. 

The latter class is unusual, and in- 
dicates an exceptionally wholesome con- 
dition of the magazine’s literary worth 
—an exceedingly high regard from the 
subscriber’s standpoint. 

With this information as a basis, what 
think you of a magazine having a cir- 
culation of 160,000 paid-in-advance sub- 
scribers that average nearly 70 per cent 
renewals ?— 

—A magazine now in its tenth year 
of existence? 

Pretty strong testimony as to the 
literary worth of its contents, Brother 
Advertiser—pretty definite indication as 
to the regard in which it is held by its 
readers, Father and Mother must think 
pretty well of it for they have to put 
up the dollar in most cases. 

The American Boy is the magazine 
we're writing about—the greatest boys’ 
paper in the country. 

160,000 American Boys are paying for 
The American Boy each year—they’re 
live wires, every one of them. | 

If they never answered an advertise- 
ment—if they never bought a single 
article advertised—(and they do, from 


the results advertisers have obtained 
who have used The American Boy 
for years) it would pay the advertiser 
to tell the 160,000 American Boys. all 
about his Product, for the building of 
a life-long appreciation. 

That’s the time of life to start build- 


.ing appreciation—for it’s the Impression- 


able Age. It’s the full-of-energy age— 
the age when thoughts cut so deep into 
the Brain that they’re carried a lifetime. 

It’s a varied clientele The American 
Boy offers you, Brother Advertiser. 

The average age of the subscribers of 
“The American Boy” is 15% years— 
half the subscribers are older than that 
—ranging to 20 years. 

—The other half are younger, ranging 
down to 9 years of age. 

From 9 to 20 years of age is a mighty 
wide range of Boy and Young Man 
needs. Clothing, underwear, boots and 
shoes, hosiery, safety razors and shav- 
ing soap—and in addition a raft of other 
and useful articles can all be used to 
advantage by the subscribers of “The 
American Boy.” 

Life habits are just being formed. It’s 
easier to form a new habit than it is to 
unlearn an old one and take up one 
that’s new. Get hold of the boys and 
young men when they are forming their 
life habits, now; when their minds are 
Plastic, Impressionable, and when preju- 
dices for this or that are easily created. 

And when you use The American Boy 
to build up an Appreciation for your 
Product, don’t imagine you secure only 
the 160,000 paid-in-advance subscribers. 

You get more than that—you get the 
members of the Boy’s family—remember 
“where there’s a boy there’s a family.” 

Your advertising in The American 
Boy will consequently be read by 
Father and Mother and sisters and 
brothers. 

Plenty of the shrewdest and most 
far-seeing advertisers in the country 
have been using The American Boy 
in their advertising for several years— 
they’re cashing in. Brother, how about 
you? 

The mailing list for your own town 
might help settle the matter, for it 
would show you the kind and quality of 
homes it enters everywhere. 

Give us an opportunity to tell you a 
few facts about The American Boy— 
we'll do it in writing—for you know 
we employ no advertising solicitors— 
and judge for yourself as to whether 
or not you think it would be a good 
medium for you to try. 

Write us to-day. 


THE 
SPRAGUE PUBLISHING CO. 
J. COTNER, Jr., Sec. and Treas. 
DETROIT, MICH. 
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APPROPRIATION DOUBLED 
FOUR TIMES IN FOUR 
YEARS. 





EDUCATOR CRACKERS LIFTED OUT OF 
STAGNATION BY GOOD ADVERTISING 
—CONSIDERABLE SAMPLING DONE— 
INQUIRY COST CONSTANTLY DE- 
CREAS!ING. 

The Johnson Educator Food 
Company, Boston, is now doubling 
its advertising appropriation for 
the fourth time in four years. 

The company is making a splen- 
did record of sales, and from a 
»ractical standstill some years ago, 
vith a small local patronage, it is 


aow selling all it makes very 


rapidly, throughout the country. 

The one factor bringing about 
this change is acknowledged to be 
advertising. From the very first 
campaign started about four years 
ago the business has gone for- 
ward. 

Says F. N. Barbour, treasurer of 
the company : 

“Three years ago we started 
with a modest appropriation which 
justified its being doubled the next 
year, and that has been the story 
for the intervening years. Our 
cost per inquiry has decreased with 
each succeeding year. Perhaps we 
are more fortunate than some ad- 
vertisers, inasmuch as we are able 
to get our free samples into the 
consumer’s hand at so small an 
expense. Each cracker is  en- 
closed in a small carton, the same 
being a fac-simile of the package 
in which the cracker is sold. These 
small cartons are printed in red, 
white and blue, the whole being 
placed in a container. 

“There has been a common com- 
ment during the past year that 
our advertisements were ‘appear- 
ing in everything.’ As a result of 
these comments, we were first in 
doubt as to whether an increase in 
appropriation was necessary this 
year, but we finally agreed to 
double it once more.” 

A considerable number of de- 
partment stores now sell Educa- 
tor Crackers. “In considering 
the department store question,” 
says C. W. Hopkins, general man- 
ager of the company, who is very 
keen in appreciation of advertis- 


ing, “we found that some manuy- 
facturers argued that department 
stores would not carry advertised 
articles. It is true that none of 
them want to, but let me cite an 
instance. By working hard we 
finally overcame the prejudices of 
a large department store we had 
tried to brig in line, and they 
handed the salesman a small or- 
der. The salesman handed it 
back, saying that he would not 
insult kis house with so smal] an 
order from a firm the size of 
theirs. ‘Well,’ they said, ‘we 
don’t have the demand.’ 

“We thought that ended it, but 
a little later the order came with 
additions by mail, and many have 
followed. 

“Perhaps we take a little dif- 


E DU CATOR 











ferent view of the salesman from 
some firms, for we believe in giv- 
ing him the whole story. A new 
piece of advertising is immediate- 
ly called to the salesman’s atten- 
tion; a comment of a dealer, fa- 
vorable or otherwise, is written 
to him; magazine articles on 
similar propositions ; treatises on 
materials are brought to his at- 
tention; visits to the bakery and 
introduction to the process of 
manufacture; familiarity with the 
other fellow’s talk and goods are 
all encouraged.” 

The mediums used include the 
Ladies’ Home Journal, Woman's 
Home Companion, Saturday 
Evening Post, Youth’s Compan- 
ion, Outlook, Collier's Weekly, 
Cosmopolitan, Review of Re- 
views, Literary Digest, Munsey’s, 
McClure’s, Everybody's, Ameri- 
can, Associated Sunday Maga- 
zines, Good Housekeeping, Scrib- 
ner’s, Century, Garden Magazine 
and Quarterly Style Book. 
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The right way to “‘cover”’ 
Philadelphia is to use the 
paper that every evening 
goes into nearly every | 
Philadelphia home: 


WY 
The net paid average circulation of \\ 
“The Bulletin” for the month of July was 


242,542 “x 


“The Bulletin” circulation res are 
net; all dama, unsold, and 
returned eopies ve been omitted. 


William Il. McLean, Publisher. 
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ARE PRETTY WOMEN PiC- 
TURES GOOD ADVER- 
TISING? 





ARGUMENTS FOR AND AGAINST THEIR 
USE IN ADVERTISING—ROOM FOR 
DIFFERENCE OF OPINION. 


In the article by Frank H, Hol- 
man, recently published, entitled, 
“The Sex Appeal in Advertising,” 
a question was discussed which is 
of wide general interest. 

The use of pretty women pic- 
tures finds defenders in spite of 
the general ridicule which is heap- 
ed on such advertising. 

Printers’ INK would like to 
hear from advertising men their 
opinion of the subject. Certainly 
the view taken by the correspond- 
ents quoted below should invite 
spirited controversy. 


New York, July 30, 1909. 
Editor of Printers’ Ink: 

In his essay on “The Sex Appeal in 
Advertising,” Frank H. Holman says: 


“I particularly want to emphasize the 
inconsistency of this woman business in 
advertising.” 





s Your Face Smooth? 


p RAZOR 






Safety Razer Co, 247 Fit Ave, lew Vatk 


+ Hein street, Segre nce Breet, Lente. 








Inasmuch as woman herself is incon- 
sistent the sex appeal must be also. But 
it is.a true appeal. A woman’s charm 
carries many an argument further than 
it would go without such aid. 

There have been many advertisements 
in bad form because they displayed too 
much of what might be called very good 
form, but Mr. Holman’s criticisms are 
as far-fetched as the types he criticises 
are fetching. 

I think the wood nymph of the White 
Rock has made many a man satisfied 
with a drink of very good water, and 
no better conception of purity has been 
advanced by any other advertiser. The 
G. & J. tire with its vision of loveli- 
ness encircled is far better calculated 
to induce men to turn to rubber for 
further information than if it was 

rinsed in the curtain ring form Mr. 
olman advises, : 

More men may play tennis than wo- 
men, ’tis true, but the “Iced Postum” 
surely suggests the well- nded theory 
that women serve ref ents at social 


INK. 


affairs, and if Mr, Pest shows attrac. 
tive women poring over iced Postum 
it is quite likely that even more men 
will play tennis, and even more iced 
Postum will be served, ¢ 

In this connection the Auto%Strop 
Razor Company is using an appeal to 
the .sex to make seductive the "slogan 
of their new sales manager, Arthur H. 
Chamberlain. The pretty, wholesome 
girl is asking the now familiar question: 
“Is your face smooth?” There is a 
world of suggestion in the question, 
How could it be more suggestive than 
in the manner shown below. 

The sub-text, ““A Shave Like a €a- 
ress,” gives further force to the argu- 
ment of using the sex appeal. 

Remove sex from advertising and you 
eliminate not onlv the better half of it 
but the prospective ‘“‘better-half” also, 
If you have no interest in the latter 
you are out of place in the advertising 


business. 
R. F. R. Huntsman. 





: New York, July 30, 1909. 
Editor of Printers’ Inx: 

I’m right with you on every word of 
that article on the “Sex Appeal in Ad- 
vertising.”” By all means, let us grow 
up and become adults in advertising 
instead of picture-book children. 

From time immemorial artists have 
depended on woman too much. Art in 
the Madonna period was but a succes- 
sion of women, and French art to-day 
seems to feel that a woman as far re- 
moved from clothes as possible is the 
maximum pinnacle of art. There may 
not be a single intelligent idea to the 
picture—but if it is a woman it goes. 

Putting women in advertisements has 

always seemed as arbitrary as the con- 
stant tendency of a certain friend of 
mine to put a border of flowers around 
his ad. His advertising men can pass 
up almost any kind of hashed and 
warmed over copy, but if it has the 
flower border he O, K.’s it without a 
wink. 
The sideshow man at the county 
fair who has a perfectly wicked, but 
therefore fascinating, ballet dancer on 
his barker’s stand to attract trade, is 
using the sex appeal for advertising 
purposes. Only the undesirable citi- 
zens and the bumpkins are caught with 
such bait. 

I’m glad someone has had the courage 
to step out and condemn the positively 
disrespectful flaunting of womankind on 
advertising pages. Business is business. 
What mone Sg customers think of a mer- 
chant who would steer them up against 
a lot of inane, pretty picture saleswo- 
men instead of pose | salespeople who 
could answer businesslike questions? 

The attitude of the public toward the 
too free use of women in advertising 
is shown by the experience of Cas- 
carets several years ago. Within twen- 
ty-four hours after their too “artistic, 
posters, “they work while you sleep, 
were up on the boards, the advertising 
agent was besiegeu with telegrams from 
city officials and others to remove it, or 
suffer arrest in a few cases. 

Give the public something mental .to 
act upon, not some color and sex ap- 


1. 
_ B. D. WaLtHouseR. 
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With this “first article” SCRIBNER’S 
MAGAZINE for October begins Mr. 
Roosevelt’s own story of his African 
Hunt. The articles will run a year. Sub- 
scriptions received daily are doubling and trebling 
those of previous years. Advance orders from 
newsdealers everywhere indicate a great national 
demand for SCRIBNER’S during the 
Roosevelt run. Nevertheless, for the present, 
advertising rates remain the same, 
$250.00 per page. The advertising value 
of Scribner's during this period is apparent. No 
hunt was ever so widely advertised. No hunter 


ever so popular. 
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THE OUTING MAGAZINE 

315 FIFTH AVENUE - NEW YORK 
This is Advertisement No. 1 of 
a series analyzing the value of 


. THE OUTING MAGAZINE to 


advertisers. 


BOATS, MOTORS 
AND MARINE 
EQUIPMENT 


For the third succes- 
sive year THE OUT- 
ING MAGAZINE has 
printed a larger amount 
of this class of advertis- 
ing than any periodical 
not devoted exclusively 
to yachting. 


It is a fact that THE OUTING 
MAGAZINE has a far larger dis- 
tribution among readers of strictly 
outdoor interests than any other 
magazine. 


THE OUTING MAGAZINE 
31S FIFTH AVENUE - NEW YORK 





HEAVY CAMPAIGN FOR 
NEW SAFETY RAZOR, 





From indications there will be 
a considerable volume of safety 
razor advertising this fall. The 
razors already known are planning 
considerable advertising, and the 








be Best of | a — 
—_ 







faults. It is the perfect 
razor 


[URHAMY-BORLEX 


TRAZOR 


So, whatever kind of razor you use—you'll like the Durham-Duplex Razor 


oes lenee 5 be Sarg sok vient razor is, and more. Blades are inter. 
changeable and tweed le thy ca be theown away when dull— 


Mage api age 
complete, ‘ape ac case, ‘with 6 blades, $5.00, Extra 
blades, 6 for 50 cents 
mm aan at all the better stores 


DURHAM DUPLEX RAZOR CO II! FIFTH AVE.NY 





Durham Duplex Razor, a com- 
parative newcomer, is being ex- 
tensively advertised in news- 
papers throughout the country. A 
striking series for newspapers has 
been prepared by Biggs, Young, 
Shone & Co., New York, and is 
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DURHAM DUPLEX RAZOR (CC 


now running. The ads occupy 
four columns, 560 lines, and are 
uniquely illustrated with line cuts. 

The campaign will be wide and 
thorough, 
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COMPETITION 


GROWING 
AGAINST CORPORATIONS 
THAT ADVERTISE. 





LOOSE-WILES BISCUIT COMPANY NOW 
A FORMIDABLE COMPETITOR OF 
THE NATIONAL BISCUIT COMPANY 
—OTHER LARGE ADVERTISERS MEET- 
ING MORE COMPETITION, 





By Frank H. Holman. 

Offhand it would be said by 
many manufacturers, perhaps even 
by some advertising men, that it 
was a fantastic ambition to at- 
tempt to be a formidable competi- 
tor of great national advertisers 
like the National Biscuit Com- 
pany, the Standard Oil Company, 
the Standard Sanitary Manufac- 
turing Company, or other similar 
concerns enjoying the great bulk 
of trade in their line. 

The universal presence of the 
advertising of such concerns and 
their perfect distribution with re- 
tailers everywhere in the most re- 
mote corners of trade, has prob- 
ably acted hypnotically upon the 
smaller manufacturers who felt 
some sort of hopelessness in com- 
peting with such giant concerns. 

No more excellent illustration 
of this can be found than the con- 
ditions in the biscuit business, fol- 
lowing the organization of the Na- 
tional Biscuit Company. Starting 
out with practically all the more 
representative baking concerns un- 
der its management—116 in num- 
ber—the remaining concerns were 
too small and too much crushed 
for the time to do much more than 
lament at the coming of what they 
termed another hydra-headed mo- 
nopoly. 

For ten years scarcely a single 
concern has dared to put out a 
competitive product with any de- 
gree of aggressiveness. On the 
contrary, they seemed so much 
fussed up over the National Bis- 
cuit Company’s grasp on the trade 
and its very wide advertising that 
a great many of them could think 
of nothing better than to paint 
themselves up into a semblance of 
the National Biscuit Company’s 
trade-marks and try to sneak “on 
behind,” as the boys say, for a free 
ride on the tail of the ‘National 


Biscuit Company’s advertising 
band wagon. 

The labels and the seal were 
closely imitated and a name such 


as “Uwanta” and other similar 


names were used. With such as 


these and others more daring the 
National Biscuit Company had 
many and lively legal battles. A 
scrap book containing a record 
of the National Biscuit Company’s 
suits for trade-mark infringements 
makes a large-sized volume and is 
an interesting relic of those times 
when its competitors could think 
of no better way to fight them 
than to imitate them. 

Furthermore, in adopting imita- 
tive and infringing tactics, the ri- 
vals of the big concern ran right 
into the sharpest spears in the 
possession of the company. A. 
W. Green, the organizer and guid- 
ing genius of the National Biscuit 
Company, was a corporation law- 
yer up to 1898, and there was no 
flaw in the title to the exclusive 
trade-mark name, “Uneeda,” the 
patent rights of the “In-Er-Seal.” 
The company has printed a book 
showing nearly 250 counterfeits 
and imitations of its trade-mark 
and package—all put out on the 
market either intentionally or un- 
consciously as an imitation of the 
In-er-seal products. Many of them 
are merely humorous. 

Meanwhile during all this on- 
slaught of weak imitators the Na- 
tional Biscuit Company was build- 
ing a tremendous trade. It fin- 
ished several years ago in New 
York City the largest baking plant 
in the world, with twenty-one- 
acres of floor space. It has con- 
centrated its manufacture, and 
from a four-million-dollar corpor- 
ation in 1908, it has grown to a 
corporation of over $55,000,000. It 
brought together about 116 baking 
concerns which had been scram- 
bling for business on a very waste- 
ful scale and for the time being 
stupefied all competition. 

Big corporations have speedily 
proved their economic worth, and 
daily association with them has 
made the American public, as well 


. as competitors, lose the idea of 


terror and wickedness once asso- 
ciated with them. The manufac- 
turers have found their nerve 
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again and demonstrated 


business fact—that no corporation 
is so large that it can successfully 


choke off all competition. 


The National Biscuit Company 
has now a remarkably lively com- 
petitor which is succeeding, not 
by slavish imitation, but by apply- 
ing the same general principles 
that have so well established the 


In-er-seal products. 


Five years ago the Loose-Wiles 


Cracker & Candy Com- 
pany, as it was then call- 
ed, had only a local mar- 
ket in Kansas City. Its 
advertising was confined 
wholly to the local news- 
papers. Then the Mane- 
wal-Lange Biscuit Com- 
pany of St. Louis was 
secured and a campaign 
of local advertising was 
begun in the St. Louis 
newspapers unter the old 
name. A little later the 
Loose-Wiles Company 
absorbed the Austin Bis- 
cuit Company of Boston 
and started an advertis- 
ing campaign in Boston 
under the old firm name. 
In these three cities the 
product was all made 
alike. The baking was 
done on top floors, not in 
unsanitary basements, and 
a strong argument built 
upon this idea put forth 
for business. All three 
of these concerns suc- 
ceeded alike and strongly 
encouraged the Loose- 
Wiles Company to secure 
still wider national busi- 
ness. 

In the meantime other 
concerns, who had been 
awakening out of the 
folly of standing idly by 
while the National Bis- 
cuit Company held the 
market, were making and 
advertising biscuit in lo- 
cal communities. The 
Chicago Biscuit Com- 


pany was one of the larg- 
est baking concerns in 
the West, and so was the 
Brown Cracker & 
Candy Company, of Dal- 
las, 


Texas. Recently 
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both have 


a great 
the 


Omaha, 





been 
Loose- Wiles 
gether with a fourth plant in 


absorbed by 
Company, to- 


Neb. A large factory is 


about to be erected in Chicago for 
the purpose of manufacturing con- 
centration. 

With all these subsidiary con- 
cerns under a single management, 
it became evident that the material 


was in hand to establish a national 







For the 
Summer 
Dessert 


Wah coding disks, 
cfeam, Of Kes, serve 
~ Veromque. 

They are the fad today 

Novel, dainty contecnon 
sucks like you see m the 
picture 

Ennrely diferent trom aay 
you've had betore—there 1s 
cing dclieden,  . 

Thew form 1s new —pencil 
sthape—a cnsp, flaky confec- 
tion forms the outude. The 
mside s a sweet, delicious 
cream. 

More enucing than pastry 
and cake. And much more 
convement. 

Veena” ac talae 
the “Sunshine” bakeries — 
the finest im the world. 

They are daintily packed 
im tins—amply protected— 
and are sold at the best 
grocers for 25¢ 
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Here are some other 

sugat waler dainties from 

the “Sunshine” bakenes— 
You will like “Veronique” 

co you will westly tthe these 

—ty 

“Clever heat” Sage Wafers 


~ ee a 
“Pep Mod Sage 


“Portes” oie Wafers 
A Pastry Confecnon— 
On recerpt of 50¢ we will 


ship, prepaid, an extra large 
tin of these assorted dames. 


LQOSE-WILES 


BISCUIT CO. 


trade-mark by national advertis- 


ing which would stand 
for the product of every 
factory. The Loose-Wiles 
Biscuit Company was the 
name chosen, while “Sun- 
shine” became the trade- 
mark for all products, 
The goods are hygienic- 
ally sealed with the “Sun- 
shine” seal.” 

In all the local adver- 
tising a strong feature 
has been made of the ar- 
gument that all the great 
baking ovens are located 
on the top floor where 
plenty of air and sun- 
shine help in preserving 
sanitation. The Boston 
branch particularly has 
used the catch phrase, 
“Bakery of the Thousand 
Windows.” 

Since the first of the 
year the Loose-Wiles 
Company has become a 
considerable national ad- 
vertiser, and has begun 
to exploit its products— 
“Veronique,” “Clover 
Leaf,” “Philopena” and 
“Perfetto” Sugar Wa- 
fers, as well as “Taklo- 
ma” Biscuit, “Sunshine” 
Grahams, etc. A total of 
IOI varieties of soda 
crackers, .tea biscuits, 
etc., are manufactured by 
this concern, together 
with a candy called “Vas- 
sar Chocolates.” The con- 
cern does a total volume 
of business running into 
several millions, and is 
planning to extend its 
market into every corner 
of the country by means 
of advertising campaigns 
being planned now by 
Lord & Thomas, Chicago. 
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This bold advertising invasion 
of a trade domain long held by a 
great consolidated concern is now 
also going on in other lines. The 
Standard Sanitary Manufacturing 
Company has been said to enjoy 
about 80 per cent of the bathtub 
and bathroom appliance trade of 
the country, and considerable for- 
eign business. For some years fol- 
lowing its organization it was the 
only concern in its line doing gen- 
eral advertising. It had a rather 
strenuous time allaying trade op- 
position—and its success in allay- 
ing it was largely due to general 
advertising. The J. L. Mott Iron 
Works in the past year has be- 
come a general advertiser and is 
quite aggressively seeking bath- 
tub and bath appliance trade. Sev- 
eral other concerns are also en- 
livening competition in this field 
more keenly than in many years. 

The Standard Oil Company is 
also having stronger competition 
than it has ever had. The Na- 
tional Cash Register Company 
has also recently begun to face 
aggressive competition. 


IMPROVING WITH EVERY ISSUE, 


THe North American, 
: PHILADELPHIA, July 27, 1909. 
Editor of Printers’ Ink: 
I want to congratulate you and the 
members of your staff on the publica- 
tion of your twenty-first anniversary 


‘number. It was a magnificent success 


from every standpoint, and success is 
not an accident—“There’s a Reason.” 
The large increase in the volume of 
your advertising is well deserved be- 
cause the text matter of Printers’ Inx 
has improved with every issue. We ad- 
vertise in it because we believe it is 
closely read. 
Wishing you continued success, I am 
E. S. Epmonson. 


SS re 
The Fort Smith (Ark.) Times-Record 
has succeeded the Fort Smith Times 


and the News-Record, combining their 
circulation. 





D. Peyton Bevans has joined the or- 
ganization of the Paul Block, Inc., 
Special Agencv. Mr. Bevans was for 
many years Eastern manager of the 
Baltimore American and has had a 
pier experience in the special agency 
field. 





Franklin P. Alcorn now represents 
the Harrisburg Patriot in the East. 
The Patriot passed the 12,000 mark in 
circulation with July. 








Everyone is Watching 
The Healthy Growth of 
The Metropolitan Magazine 
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CONFIDENCE 


Granp Rapips, Micu., July 17, 1909. 
Gentlemen: We take this opportunity of advising 
you that our advertisement in your July issue is 
bringing good results. We have already received 
orders which have enabled us to place our fireless 
cookers with 50 new dealers,and a number of 
ladies have sent us checks requesting the cooker 
to be shipped direct to them, as they said they 
were not afraid to order outright anything adver- 
tised in Good Housekeeping—Cookerette Company. 





























Years of living up to our guarantee 
has produced this feeling among our 
readers. Over 250,000 women hold the 
belief that the advertising. pages of Good 
Housekeeping Magazine are as reliable as the 
editorial section. There is no waste to this 
circulation. Until September 25th $225 per page 


Good Housekeeping 
Magazine 













The Phelps Publishing Company 
New York Springfield, Mass. Chicago 
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ADVERTISING FINANCIAL 
INSTITUTIONS. 





VARYING METHODS FOR VARYING 
COMMUNITIES — ACTUAL RESULTS 
TRACED —- SUGGESTIVE COPY FOR 
TRUST COMPANY SERVICE — DAILY 
REPORTS TO ADVERTISING DEPART- 
MENT. 





By Wm. McC. Martin, 


Assistant Bond Officer Mississippi Val- 
ley Trust Co., St. Louis, and 
in charge of advertising. 

It is said that financial advertis- 
ing is no different in its principles 
from the advertising of a break- 
fast food, a stove or any article of 
commerce; that its purpose is to 
sell the company’s credit, its bonds, 
if it does a business of that kind, 
or induce the people to make de- 
posits; that, therefore, attention is 
first to be attracted by an .adver- 
tisement, then held, and the reader 
persuaded to act. 

It is true that, if copy fulfills 
these conditions, it is always good 
advertising, but the difference be- 
tween financial and commercial 
advertising lies in the greater diffi- 
culty in making a bank or trust 
company advertisement persuade 
the reader to act. The relation- 
ship between the bank or trust 
company and its patron is always 
personal, while the relationship 
between the article and purchaser 
is founded on usefulness. 

The sale of what we may call a 
commercial article is dependent on 
the usefulness of the article to the 
consumer, who is generally re- 
moved from the manufacturer by 
the wholesaler and retailer, and 
who, consequently, cares little 
about the manufacturer. He may 
not even know the manufacturer, 
or if he knows him, have little con- 
fidence in him and still buy the 
article because it tastes good, burns 
well or fits the need. Therefore, 
in order to persuade the public to 
buy, the usefulness of the thing is 
what demands attention. 

In financial advertising it is nec- 
essary to go a step further, the 
usefulness of a savings account, 
the safety of a trust company ex- 
ecutor, the value of credit must be 


clearly shown, but at the same 
time the public must be convinced 
of and strengthened in its confi- 
dence in the institution itself, as a 
basic factor in persuading the pub- 
lic to turn over treasure to its 
keeping. It is because this princi- 
ple is ignored that some bank ad- 
vertisements, technically near per- 
fection, which unqestionably would 
receive the highest commendation 
from the general advertising ex- 
pert, in actual use are failures. It 
is on account of the accidental or 
conscious wording which develops 
this personal, confidence-inspiring 
principle correctly, that makes 
some bank advertisements effec- 
tive, which, in every other quality 
but this, are so faulty as to be 
amusing. There is often nothing 
you can say directly that will have 
the desired effect; the atmosphere 
must generally be created by sug- 
gestion. 

It is this that makes it so diffi- 
cult for any one, who has not had 
an education in the actual work 
of a financial institution, to write 
effective bank advertisements. If 
an outside writer is fortunate 
enough to deal with some one in 
the bank, who has forgotten rates 
of interest long enough to study 
the situation, and has the power 
of communicating his feeling, then 
bringing to the task his technical 
skill, that writer can do wonder- 
fully satisfactory work and gener- 
ally so surprise the bank official 
that he will consider him a genius. 

It is a difficult thing to make a 
financial advertisement properly 
suggestive, sometimes it is an im- 
possibility in a single one, there- 
fore, we have found it well to use 
the newspapers, for instance, 
every day, changing the copy each 
time, so that no one paper has the 
same wording twice in one week. 
But you say, the effect of repeti- 
tion is lost by such continual 
changing. We think not, for if 
there is a catch phrase—two or 
three words—it is repeated in each 
advertisement and at the ton of 
each of our single co’umn adver- 
tisements there is a small cameo 
cut of our building. We believe 
that in this way we hammer the 
reader, and by presenting a new 
idea or the same idea in a new as- 
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pect, at the same time interest, g-,sciousness that his institution can 


persuade and lead him. It de- 
pends on the temper of the com- 
munity what kind of space and 
set-up should be used. There are 
times when large space and bold 
type should appear and there are 
times when the closer the style of 
appearance of reading matter 
in the paper, the more effective 
it is. 

For the past year we have been 
using, most of the time, a fifty- 
line, single-column advertisement 
and believe it best adapted to 
present conditions. If you have 
more matter than will go in fifty 
to sixty lines single column, then, 
in our opinion, it is more effective 
if set up double column, for on ac- 
tual tests we found that people will 
rarely follow an advertisement 
downward for more than four or 
five inches, while they are not 
averse to-reading as many words 
as would occupy twice that space 
in single column, if placed across 
the page. 

It is a rare thing to be able to 
trace direct results from financial 
advertising, but we have had this 
satisfactory experience. We were 
concentrating all of our efforts on 
the Trust Department, and in the 
second week of our dissertations 
on wills a letter came asking that 
some one be sent to the writer, 
who was sick, confined to his 
house, and who, mentioning hav- 
ing read the advertisements, said 
he. wanted additional information 
about drawing his will. The Ad- 
vertising Department had accom- 
plished its result and it was then 
up to the Trust Department. It 
was equal to the emergency and 
by its promptness, courtesy and 
knowledge succeeded in_ being 
given charge of an estate worth 
unquestionably more than $200,000 
in amount. As a result of this 
same series of advertisements, we 
had a similar experience, giving 
us a smaller estate. 

If a man can be part of the life 
of the institution he serves, he is 
in a position to give the kind of 
publicity that fits the community 
at a particular period. His duty 
is to keep one hand on the pu!se 
of the people, and with that knowl- 
edge to go on, having the con- 


be of service to them in the high- 
est way, it is easy to write con- 
vincingly. There is usually a dan- 
ger, though, which must be rigidly 
guarded against, and that is view- 
ing things always from the same 
viewpoint. He who writes copy 
must remember that he wishes to 
produce in the mind of his reader 
the same impression that drives 
him to write. It may be that 
words which bring a distinct im- 
age to him, may only cause a glim- 
mer in the mind of some one whose 
daily work is not banking. To 
put yourself in your reader’s place, 
to find the right words, of course, 
is art, the same as must underlie 
any literary work to make it a 
success. 

It is the practice of this com- 
pany for each of its five depart- 
ments to make a daily report, and 
these reports are always examined 
by the one in charge of advertis- 
ing. From them he can see what 
department is increasing, or if 
there is any falling off; in other 
words, he gets pointers which fre- 
quently enable him to learn condi- 
tions and so be prepared to may 
out the publicity needed. There 
was a time when we deliberately 
advertised the Trust Departnient, 
expecting it to be beneficial, not 
to that department particularly, 
but to the savings department, and 
our expectations were fully real- 
ized. 

Financial advertising is as yet in 
its infancy, it is so young, in fact, 
that some banks and trust com- 
panies have not fully awakened to 
its possibilities, though they are 
beginning to stir. Most of them 
realize that something must be 
done, but what to do and how to 
do it is a problem, and a problem 
that requires most careful study 
and considerable experimenting. 


—_—_~+eo.———— 


Elmer H. Beach, magazine publisher, 


Detroit, has filed a petition in bank- 
ruptcy. Liabilities, $85,641.14; assets, 
$18,884.41, 





Charles B. Shanks, formerly advertis- 
ing manager for the Winton Automo- 
bile, and also the Stearns Company, has 
opened an office in Spokane, Wash., as 
a member of a real-estate concern, 
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AINSLEEP’S for September 


STRONG IN FICTION—THAT MEANS 
STRENGTH FOR ADVERTISERS 


Again “The Magazine that Entertains” is first across the 
line with a cargo of stories that grip the interest! Not a line 
but will be eagerly devoured by a vast army of delighted 
readers. 

People will begin to turn their backs on the summer resorts 
and the easy life during September. But in taking up the 
serious things of life again, they will need relaxation now 
and then. And many thousands will turn to Ainslee’s for 
that relaxation. They won’t be disappointed, either. 

To begin with, the second installment of George Barr 
McCutcheon’s new “Graustark” story provides enough thrills 
to satisfy anybody. This tale, a real “live wire” in the ro- 
mance line, is called “Truxton King” and is a sequel to the 
two enormous successes, “Graustark” and “Beverly of Grau- 
stark.” 

This great “Graustark” story began in August and proved 
a magnet that drew whole regiments of new and eager read- 
ers to Ainslee’s. And once an Ainslee reader, always an 
Ainslee reader ! 

On the art side, a splendid frontispiece in colors by Harri- 
son Fisher, showing another of those fascinating “Fisher 
girls,” is alone enough to make this issue of Ainslee’s notable 
among the month’s magazines. And it does! 

Then there is a complete novel, a romantic drama, “St. 
Martin’s Summer,” by Marie Van Vorst; also nine cracking 
stories by Herman Whitaker, P. G. Wodehouse, Steel Wil- 
liams, Campbell McCulloch, I. Berkeley Smith, Gertrude 
Warden and Jane W. Guthrie. Space prevents the mention 
of the other good features. 

If Ainslee’s isn’t on your list, it OUGHT TO BE! It gives 
to its readers the best light fiction of the day and to its ad- 
vertisers the heaviest advertising value of the times! 


2 eo, 


ec 
79 Seventh Avenue 
New York 


OCTOBER ADVERTISING FORMS CLOSE SEPTEMBER Ist 
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We are the exclusive 
National Selling Agents 


for the space of more 


than three-fourths of the 
cars in the United States, 
Canada, Cuba, Mexico, 
Porto Rico, Brazil and 
fhe Philippine Islands 


STREET RAILWAYS 
ADVERTISING COMPANY 


HOME OFFICE: FLATIRON 
BUILDING, NEW YORK 


WESTERN OFFICE PACIFIC COAST OFFICE 
FIRST NAT’L BANK BLDG. HUMBOLDT BANK BLDG. 
- CHICAGO SAN FRANCISCO 
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The ‘Griddle 


“ There's avthins like a hot griddle for beindad out the true 
ood meat.” —Lucullus. 


flavor of ¢ 


By Leroy Fairman 








The strain on the advertiser who 
believes that the stunt’s the thing 
must be something turrible. 


Among advertising men, and 
men who advertise, most of the 
premature baldness, crow’s feet, 


loss of vigo1 and incipient nutti- 
ness are due to the continual 
strain of always-striving after the 
unattainable—for it is true, as 
Solomon said, that there’s nothing 
new under the sun. 

Nothing that has ever been done 
before is good enough for some 
people. Everything that is done 
or said must be new. So, in the 
vain search for some new thing, 
they merely fall into follies and 
absurdities —and there’s nothing 
new about that. 

The most successful manufac- 
turers, and the most successful re- 
tailers, are those who advertise 
their goods in a simple, straight- 
forward way, with the aid of such 
artistic temptations in the way of 
typography and pictures as seem 
best suited to their various uses. 
This fact, however, teaches noth- 
ing to the vain seeker after some 
new thing. He’s got to be differ- 
ent, whether he catches any fish 
or not. 

+ * * 


A New York department store 
is now giving us a rare treat in 
this new and original thing. Big, 
bumptious, mostly pointless, news- 
paper ads ramble over deep four- 
column spaces in a weird attempt 
to prove that something tremen- 
dous is happening, or is going to 
happen. No terse, compact, con- 
vincing statement of values and 
prices—that would be too com- 
monplace. On the contrary, this: 


It has been well known in trade 
circles, for some time, that these two 
great stores, now under a single man- 
agement, have got into such relations 
with manufacturers that nothing good 
escapes us. 


This gem, the opening paragraph 
of a flaming advertisement, ate up 


over two inches, double column, 
in expensive papers. 

Another, from the same ad: 

We are told that there is not another 
store in the city where so thorough a 
stock of thorough furniture is shown, 
and none that sells so much. 

And here is the heading of an- 
other big ad—not, as you might 
assume, a piano announcement: 
THE a DAY OF —— TUN- 

NG-UP SAL. 
Like a PB eo fm ‘the hand of 
its master this store has struck a pace 
never before known in New York City. 
Every fibre of the two great organiza- 
tions is vibrant with conscious power. 

There’s class to that one, surely. 
The only question left for discus- 
sion is this: Would the fibers of 
the thoroughbred vibrate any fast- 
er, if it got a swift kick, properly 
placed, from its master’s foot? 

* * * 


The advertising columns of the 
magazines and newspapers, the 
billboards and street cars, creak 
and groan under the Strain of the 
Stunt. Poetry, history and my- 
thology are stripped for quotations, 
citations, illustrations. Alternate 
internal applications of whisky and 
external applications of wet towels 
spur the jaded imagination or 
soothe the throbbing temple of the 
feverish “originator” of the freak 
rampant. Beautifu! artistic effects 
and spontaneous enthusiasm em- 
bodied in virile English give way 
to the gasping, sweating Stunt. 

The stuntsmith excuses himself 
by the plea that has simply got to 
‘get attention.” He gets it, all 
right, but if he gets anything that 
he can cash the public ought to 
be ashamed of itself. The fact of 
the matter is, though, that the 
stuntsmith is quite satisfied to ‘go 
out and dig up business by main 
strength and use his advertising - 
space to exploit his wonderful 
ab‘lity to do things that are “new” 
and “different,” and that “attract 
attention.” 
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Let the smug attention-attractor 
consider well this one fact. Goods 
are only sold, through advertising, 
by giving a convincing answer to 
this question: “What is there in 
it for me?” 

That is the universal, ever-pres- 
ent question. It is as old as hu- 
manity. It was coeval with the 
dim dawn of intelligence, and is 
more ancient than any spoken 
tongue. It overshadows all other 
considerations, and, though it may 
be hidden, is the primary spring 
that sets in motion every human 
impulse. It is the genesis of pur- 
pose, and the father of action. 

What folly to attempt to answer 
this great question with the Stunt! 

Every man who keeps sober 
some of the time, and who is men- 
tally competent to walk abroad 
unattended by a keeper, knows full 
well that he buys nothing unless 
there is something in it for him— 
something of comfort, conven- 
ience, adornment, pleasure, econ- 
omy, or what not. If the article 
offered him cannot well and truly 
answer the universal question— 
cannot prove that there is some- 
thing in it for him—it tempts him 
not, and he passes it up. How, 
then, can an advertisement move 
him to buy if its only purpose is 
to make him grin, or give him 
pause while he admires the “orig- 
inality” of its inventor? 

Although this is all as plain as 
an exaggerated boil on an elon- 
gated nose, millions of dollars are 
spent every year, right here in 
these enlightened United States, 
in advertising which makes no at- 
tempt to answer this mighty ques- 
tion—“What is there in it for 
me?” 

‘ *- se 

Mr. Post, who is always doing 
something, gave us food for 
thought on July 20. In one set 
of newspapers he gave us a little 
argument on iced Postum, which 
read this way: 

ICED POSTUM 

A Summer Food Drink that is de- 
licious and refreshing, and with the 
nutritive elements of the field grains. 

Make Postum in the usual way, strong 
and rich, (directions on pkg.) and set 
aside to cool. 

Serve with cracked ice, lemon and 


su to taste. 
is pleasant, safe and delightfully 





cooling drink—rich in food value—is 
an agreeable surprise to those who have 
never tried it. 

Let it tell, 


“There’s a Reason” for 
POSTUM 
Postum Cereal Company, Ltd., 
Battle Creek, Mich., U. S. A. 
This is good stuff—sane, reason- 
able, interesting and alluring. But, 
in order to show his infinite va- 
riety, or for some other purpose, 
Mr. Post ran his Toasties ad in 
another set of newspapers. 
Unless some new ones have 
come out this morning, the Eng- 
lish language contains no words 
capable of fitly characterizing this 
monstrosity. The picture is a 


deadly insult to the grocer man, 
and a gross libel on the class of 
women who are responsible for 
the bursting corpulence of Mr. 
Contenting 


Post’s money - bags. 





No, thank you! You heard me ask for 


Post Toasties 


Idea! summer fodd—criepy; Navoury corn bite=ready to serve from the package~ 
with cream or fresh frult—"The Taste Lingers* 





ourselves with that feeble and in- 
adequate comment, let’s wonder a 
little as to the reasons behind its 
existence. $ 

The Iced Postum ad, it is evi- 
dent, was intended to appeal to 
sensible people of more or less re- 
finement. The Toasties ad can 
fall little short of being revolting 
to ‘that class, but probably there 
are many people of so low an or- 
der of intelligence as to think that 
it is very, very funny 

Will the ‘owbrows rush to buy 
Toasties because the ad _ tickled 
their crude risibitities? 

Is the consumption of Toasties 

















confined to the lowbrows, thus 
making it advisable to advertise 
this particuiar product to that 
class alone? 

Are the lowbrows immune to 
the influence of sensible advertis- 
ing—like the Iced Postum ad—and 
responsive only when the bottoms 
of their feet are tickled? 

Does Mr. Post separate the low- 
brow newspapers from the high- 
brow newspapers, and give each 
the character of copy best suited 
to the mental caliber of their 
readers? 

What is the answer? 








MODERN SANITATION, ILLUSTRATED, 





SERIES OF ARTICLES ON ADVER- 
TISING IN “ HOUSEKEEPER.” 





3eginning with the September num- 
ber the Housekeeper will publish a 
series of three articles by George 
lrederick on advertising, addressed to 
consumers, and aiming to increase the 
understanding and confidence of_ the 
Luying public in the advertising efforts 
of reputable concerns. The House- 
keeper believes these articles will give 
added influence to its advertising. 

The August cover design of the 
Housekeeper, consisting of a woman 
drinking from a soda fountain glass, 
is most uniquely made use of in the 
same issue by Coca-Cola. Taking ex- 
actly the same illustration on a ful 
inside page, Cola-Cola put its famous 
arrow to the glass and intimated that 
the woman was drinking Coca-Cola. 
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Do You Advertise 


To lead people to desire to 
possess or to enjoy goods ot 
your manufacture in prefer- 
ence to others? 

To educate people to the use 
of your goods? 

To influence retail dealers 
directly, or by created deman‘i, 
to carry your goods in stock? 

Then, both the territory; 
and the medium by which it 
can be effectively and econom- 
ically covered, are of vital im- 
portance to you. 


Were 


Aa WkOBE 






published from Utica, N. Y., for more 
than twenty-eight years, covers the 
cities, towns and villages of interior 
New York, New England and adjoin- 
ing states in a manner unapproached 
by any other publication or combination 
of publications, 

Nearly one hundred and fifty thou- 
sand homes of thrift, comfort and in- 
telligence in this prosperous and re- 
sponsive section are reached each week 
in a way and under circumstances that 
makes every advertisement in the col- 
umns of THE SATURDAY GLOBE 
almost a direct message, 

If vou, Mr. Manufacturer, have a 
story to tell to these people, and it’s 
quite a certainty you have, isn’t it 
worth vour while to have us lay all the 
facts and figures before you? 

THE SATURDAY GLOBE is a beau- 
tifully illustrated weekly news maga- 
zine, delivered regularly by its own boy 
carriers and agents who collect five 
cents a copy for it. 

No waste circulation,—every copy a 
home, and live interested readers. 


Smitu & Bupp Co., 
Advertising Representatives. 
3runswick Bldg., N. Y.; Tribune Bldg., 
Chicago; Third National Bank 
Bldg., St. Louis. 





22 PRINTERS’ INK 








You can easily find out what McClure’s circula- 





tion is: 

What our prices are: 

What sort of treatment we give our clients: 

What kind of company your advertising would 
have in McClure’s. 

But it requires a little more study perhaps to dis- 
cover that McClure’s reaches the substantial buyers 
who know and appreciate the good things of life, 
who have confidence in the reliability of the adver- 
tising that appears in McClure’s Marketplace. 

Take any copy of the magazine and ask yourself 
this question: “What kind of people are interested 
in McClure’s ?” 

The advertising pages will also help you to reach 


the correct conclusion. 


Josint JaSeonblas te 
Ernest F. Clymer Advertising Manager 


Tribune Bidg., Chicago 


Egerton Chichester 44 East 23d Street, 
Penn Mutual Bldg., Boston New York. 

















SELLING A NEW INTERNA- 
TIONAL CURRENCY BY 
ADVERTISING. 





“TRAVELERS CHEQUES” OF THE 
AMERICAN BANKERS’ ASSOCIATION 
KREING ESTABLISHED THROUGH 
MAGAZINE ADVERTISING — 1,300 
BANKS NOW SELLING AGENTS FOR 
IT. 





One of the greatest bugbears 
which besets the American tourist 
in foreign lands—the difficulty of 
keeping himself constantly supplied 
with the proper sort of currency— 
is finally being overcome this sum- 
mer by means of an up-to-date 
magazine advertising campaign 
cetiducted in the interests of the 
“travelers’ cheques” recently per- 
fected by the American Bankers’ 
Association. 

These cheques, which represent 
the highest achievement so far in 
the shape of meeting the. demand 
for a simple and convenient meth- 
od of carrying funds abroad, have 
already proved immensely popular 
with travelers. They are in ef- 
fect an international money. 

Although devised by the finan- 
cial experts of the American 
Bankers’ Association, who worked 
out their final form after long 
study, the association is not al- 
lowed by its charter to engage in 
their sale. The work of handling 
them has, therefore, been turned 
over by the association on contract 
to the Bankers’ Trust Company, 
of New York City, which stands 
virtually in the pos‘tion of a 
wholesale house of small banks all 
over the country, as retailers. 

When the American Bankers’ 
Association set to work on the 
prob'em of producing an _ ideal 
form of international currency 
there were in use many varying 
forms of travelers’ money orders. 
The situation, as a result of this 
multiplicity of currency devices, 
was one of the greatest confusion. 

“Because of the risk entailed by 
foreign bankers and_ business 
houses in cashing miscellaneous, 
unprotected paper, the approval 
of this system by the American 
Bankers’ Association, whose 
membership includes 10,000 of the 
leading banks of the United 
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States, “has made the new 
cheques popular abroad,” says 
Edwin B. Wilson, who looks 
advertising. 


“Before the first of the cheques 
was sent out by us and before the 


first step was taken in our adver- 


tising campaign to the consumer— 
in this case, the prospective trav- 
eler—an immense amount of pre- 
liminary work had to be done. 
Through a very complete system 
of circularization and correspon- 
dence, backed up by aggressive, 
personal follow-up work, thirty 
thousand banks and bankers, great 


@ 





SEPTEMBER MAGAZINE COPY. 


hotels and shops in all parts of the 
world were successfully reached 
and their agreements to cash the 
Travelers’ Cheques on sight se- 
cured. This advance work took 
many months and cost many thou- 
sands of dollars. 

“At the same time work of equal 
importance was being carried on 
among the banking institutions of 
the United States and Canada. In 
addition to the 10,500 banks in the 
Bankers’ Association, whose ag- 
gregate resources are $14,000,000,- 
ooo, there are many non-member 
banks whose aid and co-operation 
were desired.” 

By sending out to the entire list 
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of 23,000 banks many strong circu- 
lars and letters explaining fully 
the nature of the new form of 
currency and supplementing this 
by having experts visit hesitating 
banks and exert their persuasive 
powers, Many institutions were 
led to order supplies of the 
cheques, and they were fully pre- 
pared when the public demand 
began to reach them later in re- 
sponse to the advertising. 

So far 1,300 of the principal 
banks in all parts of the country 
have fallen into line and are sup- 
plying Travelers’ Cheques over 
their own names, while hundreds 
more sell them as correspondents 
of these banks of issue. At the 
rate at which others are making 
agreements for them it is expected 
tthat- the list will include 5,000 
fhoncial institutions by the end of 
he year. 

i The magazine advertising cam- 
paign, which began in June and 
avill continue probably an entire 
year at least, has been largely in- 
strumental in bringing the “deal- 
er” into the fold. In addition, the 
banker has been influenced 
through nearly a dozen well- 
nown financial papers. 

t This list of financial mediums 
includes such papers as the Amer:- 
tan Banker, Financial Age, Finan- 
cier, Commercial and Financial 
Chronicle, the United States In- 
vestor, Chicago Banker, Bankers’ 
magazine, Trust Companies maga- 
zine, Banking Law Journal and the 
Bankers’ Home magazine. 

Practically all of the work of 
carrying out the thorough advance 
plans of the movement was di- 
rected by Fred I. Kent, vice-pres- 
ident of the Bankers’ Trusct and 
chairman of the committee of the 
Bankers’ Association which de- 
vised the new international money 
order form. 

As an evidence of the complete- 
ness with which the foreign field 
was covered, it is only nec- 
essary to call attention to the part 
the Schweizerische Kreditanstalt. 
a leading financial institution of 
Zurich, Switzerland, was induced 
to play in laying the foundations 
for the new international currency. 

This important banking house 
sent out its special representatives 





all through Switzerland. They 
called upon banks, large hotels, in- 
formation bureaus, etc., and gut 
their promises to cash the or- 
ders whenever presented. Similar 
methods of paving the way for the 
cheques were used all over Lu 
rope and the Continent. 

In this country and in Canada 
the campaign to secure the co- 
operation of banks, shops and ho- 
tels in cashing the cheques has 
likewise been universally success- 
ful. Because of the great tide of 
travel flowing toward the Alaska- 
Yukon Exposition this summer, 
particular efforts have been made 
to make it easy for the visitor to 


Seattle to get his Travelers’ 
Cheques cashed there. As a re- 
sult, there are hundreds of 


p!aces in the exposition city where 
they are as readily accepted as 
United States notes. 

Like arrangements are now 
being made in New York City 
for the convenience of the thou- 
sands of visitors expected to pour 
into the city during the coming 
Hudson-Fulton celebration. 

After the vast amount of de- 
tail necessary to put the new sys- 
tem into running order had been 
successfully cared for, the first 
cheques were issued. The maga- 
zine advertising got under way 
about the same time, and has been 
running continuously since. 

Full-page copy, showing fac- 
similes of the cheques and ex- 
plaining their advantages, has been 
used in the Century magazine, 


Harpers’ magazine, McClure’s, 
Review of Reviews, World’s 
Work, the Outlook, American 


magazine, Pearson’s, Literary Di- 
gest, Independent and the Travel 
magazine. Scribner's will be add- 
ed to the list in September. These 
ads, of a most attractive charac- 
ter, were placed through the J. 
Walter Thompson Company. 

“These magazines were used 
for advertising Travelers’ 
Cheques,” says Mr. Wilson, “be- 
cause it was essential to reach a 
high class of readers and at the 
same time to use publications with 
wide circulations. 

“On account of the general char- 
acter of our advertisements, and 
particularly because of the advice 














given in them to intending trav- 
elers to buy the cheques from their 
own bankers, it was not expected 
many direct inquiries would be re- 
ceived by the Bankers’ Trust. In- 
quiries have come only from those 
unable to get the cheques from 
their own banks. For that rea- 
son the direct returns in answers 
to our ads, although liberal, have 
peen comparatively small. 

“On the other hand, the maga- 
zine advertising has stimulated a 
very large demand from _ people 
who have gone to their banks and 
hought the cheques. This con- 
sumer demand, of course, has been 
the means of leading hundreds of 
hanks to issue the new paper. The 
aggregate’ sale .of cheques so far 
has been extremeiy large—far 
beyond what was looked for so 
soon after their introduction.” 

No newspaper or other general 
advertising has been taken up by 
the Bankers’ Trust in its exploita- 
tion of the Travelers’ Cheques. 
Valuable aid has been extended 
by the company’s newly organized 
advertising department, however, 
to individual banks everywhere in 
getting up special copy which has 
materially increased the sales of 
the cheques. 

Unknown to the banks them- 
selves in many cases, copies of 
local newspapers carrying their 
regular bank ads are secured in 
New York. Attractive ads, in- 
corporating the salient facts about 
Travelers’ Cheques, are then pre- 
pared in the same siyle and for- 
warded to the banks merely as 
suggestions. This plan of getting 
additional publicity for the cheques 
has almost never failed to be 
successful, the individual banks 
invariably being grateful for the 
aid and gladly paying the cost of 
the advertising. 


Among the very few newspapers who 


have recently sent in good advertising 
for their medium are the Richmond 
(Ind.) Palladium and the Muskogee 
(Okla.) Times-Democrat—both of whom 
give the manufacturing and population 
statistics of their field, together with 
maps, 





The first Hebrew daily, H’Yom, New 
York, has just made its appearance. 


The Greensburg (Pa.) Evening Star 
Las suspended, 
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What Do 
Advertisers 
Want to Know 
About a Magazine? 


_ We are mighty anxious to give adver- 
tisers definite and positive information. 
We don’t want to deal in generalities, 
and would appreciate hearing from ad- 
vertisers and advertising agents as to 
exactly what facts they want about 
HAMPTON’S MAGAZINE. 

In the meantime we make this state- 
ment: 

That the circulation is guaranteed to 
exceed a minimum average of 250,000 
copies monthly, The rate is $250.00 
per page. 

What else do you want to know about 
HAMPTON’S? 

Send us a list of questions to-day. 

Here is a fair test for the adver- 
tiser who thinks his anpropriation 1s too 
small to include HAMPTON’S, 














Ask five leading newsdealers in 
your town how many copies of 
HAMPTON’S they are selling; 
then ask them how many copies 
of the various magazines on your 
list they are selling; then write 
to a dozen of your salesmen in 
different parts of the country and 
get their reports on five or ten or 
more dealers in each locality. We 
will rest our case on the informa- 
tion you get from these disinter- 
ested sources. The result will 
be interesting to you and you will 
then see that your fall list is 
not complete without 


HAMPTON’S 
MAGAZINE 


New York 





October forms close September 3d 





HOWARD P. RUGGLES 
Advertising Mgr. 

66 West 35th Street 
New York 


PF. W. THURNAU 
Western Adv. Mer. 
1638 Tribune Building 
Chicago 
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THE ROOSEVELT PERSON- 
ALITY AS AN ADVER- 
TISING ASSET. 


PERSISTENT EXPLOITATION HAS CRE- 
ATED A TREMENDOUS DEMAND FOR 
IT, AND TWO PUBLICATIONS ARE 
NOW MAKING CAPITAL OF IT— 
SOME ASTONISHING FACTS AND 
FIGURES BEARING ON THE RESULTS 
ACCOM PLISHED. 


The tremendous advertising 
value of a strong personality is 
most definitely demonstrated in 
journalism. This field has always 
offered unlimited scope for any 
man with the rare combination of 
mental and physical energy, and 
it responds to his manipulations 
with amazing quickness. Circula- 
tion increases, advertising patron- 
age jumps, the publication appears 
in the centre of the limeligiit. 

It was the personality of Horace 
Greeley that made the Tribune a 
power. James Gordon Bennett 
piaced the Herald in a command 
ing position. Charles A. Dana 
made the Sun a dominant factor 
in public affairs. Robert Bonner 
gave the New York Ledver the 
largest circulation in the world at 
that time. Not many such force- 
ful personalities are evident in the 
journalism of to-day, however. 
Col. Henry Watterson still wie’ds 
a strenuous pen, and Col. Alden 
J. Blethen keeps up the excite- 








ment in the far Northwest; but 
for the most part journalism 
seems to have lost its towering 
figures, 


The question is: for how long? 
At this time there is some indica- 
tion that another coterie of strik- 
ing journalistic personalities is 
about to appear, and the advance 


guard is undoubtedly Col. Theo- 
dore Roosevelt. 
This is logical. Col. Roosevelt 


is too typical an American to be 
lost to public view. Journalism, 
next to the presidency, is just the 
place for him, and he is nobly 
answering the call. 

But—and here is a significant 
-fact—he is going the old heroes 
of the pen one better. Instead of 
booming only one publication, Col. 
Roosevelt spreads his marvelous 
personality over two, and still has 
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considerable left for other pur- 
poses. 

The fact is that Rooseve't has 
been (consciously or unconscious- 
ly) a great many years building 
up the value of his personality, 
True, he always had the person- 
ality and it was always trade- 
marked with his name. But, like 
any other trade-marked article, it 


wasn't worth much without ex- 
ploitation. He proceeded to ex- 
ploit it. No opportunity was 


sel up to bring the Rooseveit 
brand of personality to the fore- 
front. The advertising campaign 
started with the police commision- 


ship, was continued through the 
Navy Department, on San Juan 
Hill and in the. White House. 


The results were highly satisfac- 
tory. The demand for the Roose- 
velt personality grew fiercer and 
fiercer, and finally it came to pass 
that the people would have noth- 
ing else. They insisted on getting 
the genuine Roosevelt brand and 
refused to accept anything “just 
as good.” 

Thus, through persistent and 
conspicuous advertising in various 
forms the demand was created 
and the Roosevelt personality as- 
sumed a distinct value. The nexi 
step was to realize on it. A large 
section of it was sold to a weekly 
periodical—another section went 
to a monthly. And to-day these 
two publications are busily en- 
gaged in getting all the value pos- 
sible out of as much of the 
Colonel’s personality as each has 
in its possession. 


SOME INTERESTING 

The value of the Roosevelt 
personality as an asset is shown 
in a manner at once interesting 
and conclusive by a collection of 
figures which Printers’ INK has 
dug out of the records of the 
Outlook Company. The Outlook 
controls one side of the Roosevelt 
personality. He is a contributing 
editor—a bona fide member of its 
staff—and his opinions on affairs 
of state are given to the world 
through its pages. 

When the announcement of 
Roosevelt’s acquisition was made 
six months ago the immediate ef- 
fect was an avalanche of free 


FIGURES. 

















advertising for the Outiook. Prac- 
tically every newspaper in the 
United States devoted much space 
to the subject. Column after col- 
umn of articles, editorials, 
sketches and cartoons were pub- 
lished, and there probably wasn’t 
a man, woman or child in any part 
of the country who didn’t see or 
hear the names of the Outlook 
and of its new editor with start- 
ling frequency. This sort of thing 
has kept up ever since. At the 
Outlook offices a visitor of an 
inquiring turn of mind can see 
clippings in scrapbooks, clippings 
in pigeon-holes, clippings in draw- 
ers, clippings lying around in piles, 
each and every-one being a splen- 
did advertisement for the Out- 
look. A batch which attracted 
PrinTERS’ INK’s attention was said 
to have been received from only 
one clipping bureau in a very short 
space of time. A rough estimate 
put the amount of free space rep- 
resented by this batch at about 
200,000 agate lines. Yet this was 
only the proverbial “drop in the 
bucket” compared with the grand 
total for the last six months. So 
much for the value of the Roose- 
velt personality in securing free 
publicity. 

Next came the effect on circu- 
lation. At the end of the first four 
months stock was taken on the 
circulation end, with surprising 
results. Big gains had been made 
all over the country, and the 
figures which the Outlook people 
finally marshaled presented a most 
imposing front. For instance, 
Idaho came across with 63 per 
cent gain; Indiana showed 49 per 
cent; Missouri loomed up with 47 
per cent; Arkansas made it 67 
per cenit; Florida rolled up 92 per 
cent; Oklahoma, whose Governor 
had a strenuous set-to with Roose- 
velt, gained 70 per cent; Nebras- 
ka, Bryan’s State, was in line with 
39 per cent; Louisiana, in the 
heart of the enemy’s country, 
produced 86 per cent; Pennsyl- 
vania’s record was 45 per cent; 
New York reached 31 per cent; 
Ohio was there with 30 per cent; 
Massachusetts contributed 20 per 


cent. So ran the story, state by 
state. And there were still other 
figures. The foreign circulation 
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increased 30 per cent, and little 
old Mexico responded to the tune 
of 42 per cent. Further, since 
the first of the year newsstand 
sales have increased over 400 pet 
cent. 

On the advertising end it’s im- 
possible to determine just how 
much of the gain has been due to 
Roosevelt, but it is nevertheless 
significant that during the first six 
months of 1909 the gain in adver- 
lising waS 41 per cent over the 
first six months of 1908 The 
total number of pages carried in 
this time was 1,209%, or an aver- 
age of 20134 per month. That the 
increase is, to some extent, at 
least, due to the Roosevelt per- 
sonality is indicated by the fact 
that last year the Outlook stood 
second among all the periodicals 
in advertising carried. 

SPORTSMAN PHASE OF ROOSE- 
VELT. 


The section of the Roosevelt 
personality which is tied up in 
the popular mind with the outdoor 
life belongs in toto to Scribner's 
magazine. Its value as an asset 
is now being demonstrated in a 
more or less spectacular fashion, 
in perfect harmony with this 
phase of the colonel’s individuality. 

Roosevelt, the sportsman, has a 
particularly strong grip on the af- 
fections of the populace. It’s the 
picturesque side of him—the side 
that appeals to the adventurous 
spirit, and the possession of it has 
enabled him to get right close up 
to the people and to make himself 
“solid” with them. 

The Scribner’s investment in the 

sportsman phase of the Roosevelt 
personality represents a lot of 
money. In fact, it is said that the 
publishers are paying a_ higher 
price for the African articles than 
was ever before paid to any au- 
thor. A number oi newspapers 
have placed the rate at a dollar 
a word, and when everything is 
considered that doesn’t sound too 
high. 
True, Scribner’s has not yet had 
time to realize on its investment, 
but there are plenty of shadows 
already being cast before by com- 
ing events. 

The newspapers are booming the 
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proposition with energy and en- 
thusiasm, columns of matter ap- 
pearing daily about Roosevelt and 
his-trip and his contributions to 
Scribner's. Nor is this the only 
sort of free publicity that is com- 
ing Scribner's way. The roof 
gardens and vaudeville houses 
have interjected “Teddy in the 
Jungle” scenes, while the moving 
picture exhibitions portray his al- 
leged adventures with sensational 
realism. It is related that one 
enterprising moving picture man 
went so far as to buy an agcd lion, 
take it into the jungles of Ameri- 
ca with a troupe of impersonators, 
and reproduce an actuai lion hunt, 
with the lion falling before Roose- 
velt’s trusty rifle as the ciimax. 
It is said that the stunt cost $5,000 
and that the promoter made $15,- 
ooo out of his first week’s per- 
formance. Certainly, Scribner’s 
needs no press agent to boom its 
African articles. The Roosevelt 
personality is its own press agent. 

And the value of this person- 
ality is not limited to America 
From nearly every foreign coun- 
try have come numerous demands 
for the serial rights, with offers 
of prices which in many cases are 
reported to verge on the fabu- 
lous. Printers’ Inx’s information 
is that up to this time arrange- 
ments have been made for the 
simultaneous publication of the 
articles in a London newspaper, a 
Paris newspaper and magazine, a 
Berlin newspaper, an Italian news- 
paper and an Australian news- 
paper. Furthermore, the book 
rights have been soid for large 
sums in England, France and Ger- 
many. As far as Printers’ INK 
knows, no other American author 
has ever had such a demand for 
his work in foreign countries be- 
fore a single line had been written. 
This simply goes to snow that the 
advertising value of the Roosevelt 
personality is world-wide. 

It’s too early yet to determine 
just what effect this personality 
investment will have on Scribner's 
circulation, but Printers’ INK has 
unearthed the fact that at the 
present time the actual orders re- 
ceived from the newsstands for 
the October issue show an increase 
of 75 per cent; also the fact that 
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yearly subscriptions are coming 
in at a rate which indicates fully 
a ,5-per-cent increase. Thus it 
looks now as if the circulation in- 
crease, aS a result of the Roose- 
velt personality, will be at least 
75 per cent all along the line for 
a starter. 

The advertising indications are 
that the October number of Scrib- 
ner's, in which the first instal- 
ment of the African matter will 
appear, will carry more advertis- 
ing than any previous number in 
the history of the magazine. 

The Scribner’s people, however, 
are going to see to it that the fact 
that they own the sportsman phase 
of the Roosevelt personality is 
hammered down inlo the sub- 
consciousness of tie American 
people. Full and double pages 
will be used in the lead:ng mag- 
azines, 500 to 1,000-line ads wil 
be run in the newspapers and the 
New York street cars will carry 
striking cards. 

To sum up this game of mak- 
ing advertising capital out of a 
personality is certainly a winner— 
provided it’s a personality of the 
Reosevelt stripe. 
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WORTH THREE CORRESPOND- 
ENCE COURSES, 


36 OvERHILL STREET, 
PitrspurG, Pa., Aug. 3, 1909. 
Editor of Printers’ INK: 

Enclosed is $2.00 in payment for an- 
—_ year’s subscription to PRINTERS’ 
NK, 

During the twenty-one years of ‘The 
Little Schoolmaster’s’ existence you 
have received so many commendatory 
letters that another eulogy—and in par- 
ticular mine—is merely a drop of water 
in the ocean. 

But, however, I must express my 
opinion—not on the editorial policy but 
the education it has given me. I am 
merely a very little fellow in the ad- 
vertising fraternity; in fact, not yet 
initiated. 

But what I learned through the pages 
of Printers’ Ink I doubt if three ad- 
schools’ courses could cover, and am 
yearning for an opportunity to apply 
my little theoretical knowledge. 

Jos. Price. 


The advertising of the California 
Perfume Company, Wew York, Kansas 
City, Luzerne, Pa., and San Francisco, 
is planned by the Coupe & Wilcox Com- 
pany, New York. C. P. Face Powder 
and C. P. Massage Cream are the two 
specialties featured. The advertising 
has so far been confined exclusively to 
women’s magazines, 











TAT ACCEPTS PRESIDENCY 
OF ADVERTISERS GOLF 
CLUB. 





BECOMES HONORARY HEAD OF AMERI- 
CAN GOLF ASSOCIATION OF ADVER- 
TISING INTERESTS—PLAYS LIVELY 
GAME WITH OFFICIALS. 





At the recent meeting and tour- 
nament of the American Golf As- 
sociation of Advertising Interests 
at Bretton Woods, N. H., the 
members of the association elected 
President Taft and Vice-President 
Sherman honorary president and 
vice-president of the association. 
A few days ago when District 
Commissioner West and Major 
Morrow notified the President of 
his election, an arrangement was 
made by which the formal notih- 
cation should be made later. 

In accordance with this arrange- 
ment L. A. Hami.ton, of New 
York, the president of the associa- 
tion; William H. Moses and Major 
Morrow, constituting the commit- 
tee of notification, met President 
Taft and Vice-President Sherman 
and were accorded a hearty and 
cordial acceptance of the election. 

As. a sequel to this interview 
both President Taft and Vice- 
President Sherman were the lead- 
ing participants in two foursomes 
at Chevy Chase Aug. 3. In the 
first foursome were President Taft, 
Mr. Hamilton, president of the ad- 
vertising association, and Commis- 
sioner West, and for the first nine 
holes W. H. Moses and for the 
second ‘nine holes Major Morrow. 

In the second foursome were 
Vice-President Sherman, E. M. 
Hoopes, the owner of the Wil- 
mington Daily News; Capt. A. W. 
sutt, the President’s military aide, 
and Mr. Moses and Major Mor- 
row. The result of the rivalry be- 
tween the two teams was unusual- 
ly interesting because the result 
depended upon the eighteenth hole. 
The President’s team halved their 
last hole in a total of 7 to their 
opponents’ 7, for the score was 
being kept according to President 
Taft’s methods, and the President 
himself waiting on the eighteenth 
green to score the result of the 
tcllowing foursome, 
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A 
MIDSUMMER 
GAIN 


month of 
Chicago 


During the 
July, 19c9, the 
Record-Herald 

Gained in Display 

Advertising 
over the same month last 
year 

151 Columns 


The constant growth of 
advertising in The Chicago 
Record-Herald is indisputa- 
ble evidence of its value as 
an advertising Inedium. 


THE CHICAGO 
RECORD-HERALD 


New York Office; 437 Fifth Ave. 























New York Herald 
Syndicate 


Special Cable and Telegraph 
Service 

“IN THE DAY OF THE 
DUEL” 


and 
“THE SOCIETY WOLF” 


Good titles — Don’t you 
think? They attract atten- 
tion. So do the stories. 


They are up-co-date Sunday 
features. 





Daily features: News 
matrices, comic matrices, 
Women’s Features and 


Daily Photographs. 
For particulars of any service 
apply to 
New York Herald Syndicate 
Herald Square, New York City 
Canadian Branch: Desbarats 
Bldg., Montreal, Canada. 
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CANADA’S 
PREMIER 
MAGAZINE 





The Canadian Magazine 
maintains its well earned lead 
over all class and periodical 
publications in Canada by 
sheer merit and that alone. 
From a literary standpoint 
it is the standard magazine 
of the Dominion, equalling 
the big.magazines of both the 
United States and England. 


The wide popularity of the 


CANADIAN 
MAGAZINE 


is amply evidenced by the 
volume of its advertising. 
The manufacturer or 
merchant desiring a na- 
tional market cannot af- 
ford to ignore the prefer- 
ence-creating powers of 
this publication. 





THE 


CANADIAN 
MAGAZINE 


TORONTO 
CANADA 


| 
| 
































NEW AD CLUB IN SPRINGFIELD, 
Advertising men in Springfield, Mass 
are preparing to organize an advertising 
club, The following are the committee: 
Charles A, Stein, advertising manager 
of the J. Stevens Arms and Tool Com. 
pany and the Stevens-Duryea Company; 
l'rederick M. Webster, advertising man. 
ager of the American Writing Paper 
Company; Daniel E. Paris, advertising 
manager of the Hampshire Paper Com- 
pany; Frank H. Wesson, advertising 
manager ot Smith & Wesson; Howard 
W. Dickinson, of Good Housekeeping, 
and C. Henry Hathaway, secretary of 
the Board of Trade. H, S. Houston, 
vice-president of the Doubleday, Page 
Company, and Mr. Hopkins, general 
advertising manager of the Johnson 
Educator Company, are two of the 
speakers who have already been secured 
to speak this winter. 
+Or- - 
Elgin B. Spicer, formerly general 
office of the Ben Leven-Nichols Adver- 
manager of E. C. DeWitt & Company, 
has been associated with the Chicago 
tising Company. It will be his special 
province to develop the sales end of 


| an advertising campaign, 





The advertising of Goetting & Co., 
New York, manufacturers of Perfumes 
and Toilet Articles, is planned by the 
Coupe & Wilcox Company, New York. 
So far they have only used New Eng- 
land newspapers and trade papers, but 
it is understood that they are con- 
templating the addition of a campaign 
in a selected list of leading women’s 
magazines. 


The Technical World announces the 
appointment of Oliver J. Prentice as 
Western advertising manager with head- 
quarters at Chicago. 


Frederick H. Siegfried, of the Sieg- 
fried Advertising Agency, left New 
York for Tacoma and Seattle on an 
extended Western trip, to return in 
September via San Francisco, Los An- 
geles and New Orleans. 

Conde Nast is one of the incurcra- 
tors in McBride, Winston & Co., the 
new publishers of House and Garden. 
THE NEW YORK CLIPPER 
Is the Oldest Theatrical Paper in 
America. 

It has been printed without intermis- 
sion, by the present management, since 
1853. It is the recognized authority 
on all theatrical matters. Its records 

of the stage cannot be duplicated, | 

The CLIPPER prints in each issue 
the routes of all of the traveling com- 
panies and those of the vaudeville per- 
formers, and they are CORRECT routes, 

You can reach ANYONE in the ‘pro- 
fession by sending them a letter in 
care of the CLIPPER, for the perma- 
nent post office address of all perform- 
ers is in care of the CLIPPER. 

Let us send you a copy of 
CLIPPER. 

The Frank Queen Publishing Co., Ltd., 
NEW YO 





the 


Avpert J. Borre, General Manager. 
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aris Modes 


Circulation Growing 


ALWAYS Growing 


IRCULATION growth. The magazine that increases, 

not only rapidly but steadily, offers to the general adver- 

tiser a safe investment. Spasmodic c'rculation, that is, 
a circulation that is up six months, then down, is a profit- 
able advertising space to buy. A compar’son of the three 
years and eight months circulation of Parts Mopes will con- 
vince you that Paris Mopes is a magazine that appeals strongly 
to the home reader. 


1906 Tyan" - 57,000 
1907 *‘cr'ver"” = 200,100 
1908 Tory" - 480,000 - 
1909 eeicssncins 1,005,000 


These figures are always open for the advertisers’ investiga- 
tion. Paris Mopes is a growing proposition. It is always 
grow ng and will reach 250,000 circulation by January Ist, 1910. 


We increase our advertising rate on October Ist, to $1.00 a 
line. We are giving advertisers the opportunity of contract- 
ing at the present rate of 50 cents a line, until October Ist, 
1910. Contracts must be made before October Ist, 1909. 


Take into consideration our growth, the great future possi- 
bilities, and the opportunity of getting this growing circulation 
for 50 cents a line. A number of our most conservative and 
best advertisers are taking advantage of this opportunity and 
are contracting nov, 


October over 200,000 
Guaranteed 


The Paris Modes Company 


36-44 West 24th Street, New York 
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The American Wool 


Circulation 2,00q 


Price, $3.00 per Annum 


The recognized and only organ 


The general superintendent of the largest cotton mills in the their 
country has recently been put on the Woot anp Corron Reporter schor 
mailing list, paid in advance for five years. He would object to his whic 
name being published here, but it can be found with many long- do th 
time subscriptions of the same kind on the Woot anp Corron Re- | 
PORTER mailing list, which is open to our advertisers. Unit 


This general superintendent buys supplies and renewals for a adve 
mill of about 15,000 looms, 400,000 spindles, using 17,000 horse- TON 
power in steam, generated by 95 boilers and 7 engines ; uses 600,000 ance 
pounds of starch per annum, 100,000 gallons of lubricating oils and the ' 
goo tons of coal every week. 

There is no line of building material in which he would not be oped 
interested. None of his mills are concrete and steel; when he builds ture 
a new mill you concrete men ought to have educated him up to your part 
product. Sou 

Light is most important in textile manufacturing. Here is a and 
great undeveloped field for manufacturers of prism or other window big 
giass, for fireproof and improved window frames, etc. One New 
England concern gets practically all of the automatic fireproof door 
work from the 5,000 textile mills both North and South, not be- 
cause of better location or goods, but because they alone work the 
field and they don’t half work it. 

Seven hundred textile mills in the South subscribe for the Woot 
AND CoTTon Reporter. Besides their purchases for their mills, they 
also buy everything needed in 700 towns, for each mill owns a town. 

For instance, there is the Monaghan Mill, employing 1,000 opera- 
tives. The mill owns all of the houses in which 1,000 operatives and 


For advertisin 


530 Atlantic Avenue, BOSTON 
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lind Cotton Reporter 


2,000) horsepower 





Weekly: Every Thursday Morning 






textile industry of America 










their families live, the local lighting and water works, churches, 












RTER schools, everything. There is nothing made in the United States 
> his which the Monaghan Mill does not buy. Seven hundred other mills 
ong do the same thing. ~ 
Re. The textile manufacturers are the most important men in the 
United’ States with whom an advertiser can come in contact, and the 
ra advertiser can reach every one of them through the Woot ANpb Cor- 
rse- tN Reporter. Every big bank in New York, every large insur- 
000 ance company, nearly every railroad has got one or more readers of 
and the Woot. AND Corton REPoRTER on its board of directors. 
Money made in textile manufacturing in New England devel- 
be oped and built up the West, and these New England cotton manufac- 
iIds turers, readers of the Woot AND Cotton REporTER, still have a large 
ur part in the management of the great Western properties. In the 
South, the cotton manufacturers are the great merchants, bankers 
sa and developers of the South’s great resource. The big men in every 





big Southern enterprise are Woot AND Cotton ReEpurTER readers. 


Aside from railroads, textile manufacturing is the biggest 










ew 
or industry in the country, considering capital invested, wages paid, 
1e- number of operatives employed and value of products. 
he Advertise intelligently and persistently in the Woot AND Gor- 
TON REPORTER and you reach not only the owners and managers of 
oL every textile mill from a small woolen mill in Portland, Oregon, to a 
ey great cotton mill in Manchester, New Hampshire, and from the 
n. blanket mill in Stockton, California, to the great mills in South Caro- 
a- lina, but at the same time your message goes to men who are 





leaders in every line of business in the whole country. 





308 Chestnut Street, PHILADELPHIA 
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This picture shows how a wise advertising man provided himself with cold refreshment on 
the hot days of the tournament of the American Golf Association of Advertising Interests at 
B etton Woods, July 13 to 18. He wasn’t the only wise one either, 


VERY advertising man who plays Golf or takes any kind of outings 
ought to have THERMOS—every advertising man who has a 
home needs THERMOS daily. But be cautious— 


THERMOS 


is plainly stamped with the name. Look for it, and don’t be beguiled 
into risking your money on an attempted imitation of THERMOS. 

No home with an infant, invalid or aged person should be without 
THERMOS. 

In addition to the famous THERMOS Bottles, there are THERMOS 
jars that keep any solid food piping hot—or icy cold without ice—for 
days; THERMOS Pots for liquids; English-made leather carrying cases, 
made to hold single pints or quarts or twin pints or quarts; London- : 
made automobile hampers that permit you to take a complete hot and 
° cold luncheon on any journey—a remarkable assortment—all priced 


reasonably. 
They.Cost $3.00—and More 


THERMOS Bottles are made in oxidized silver, copper, gun metal 
and nickel plate. 


THIRTY THOUSAND 


Progressive dealers throughout the civilized world sell and guarantee 
the genuine THERMOS Bottles, Pots and Jars. 


AMERICAN THERMOS BOTTLE CO. 


27th Street and Broadway, New York 




































PRINTERS’ INK “IMAGI- 
NARY” ADS STIR UP 
MORE ADVERTISERS 





ANOTHER LARGE UMBRELLA MANU- 
FACTURER AND A SPICE MAKER 
BEGIN TO ADVERTISE ALONG LINES 
LAID DOWN BY “PRINTERS’ INK.” 


Among the constructive adver- 
tising campaigns published in 
Printers’ INK during the past 
few months, (accompanied by 
imaginary ads for such 
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quite natural, and it will soon 
seem just as natural to see other 
spice makers advertising — with 
the result that consumers will 
have better spices. It is signifi- 
cant that it is a Western concern 
which is the first to advertise. 
Many conservative Eastern firms 
are destined to be prodded out 
of non-advertising lethargy by 
the open-minded alertness and 
enterprise of Western firms. 

The interest stirred up by the 
imaginary tmbrella ad in Print- 
ERS’ INK has resulted in real ac- 
tivity among umbrella 
men. Announcement 





products) showing how 
articles not now adver- 
tised could be put be- Bett 
fore the public, were ee 
one for umbrellas and 
one for a line of spices. 

It seemed to Print- 
Ers’ INK at the time 
that if no spice maker 
could be made to see 









ever used. 


that presentation of SPECIAL 


How to Get 
er Spices 


cae 


advertising light after | c's? Soc fn “om 


was made several weeks 
ago of a large maga- 
zine campaign being 
started for a big um- 
want yor | Drella house which will 
sell umbrellas of a high 
class through jewelers, 


arebetter and willgwe | etc. This campaign be- 
po ag ede fee 


gins in a month or two 
through the Mahin Ad- 
OFFER | vertising Company. 





Send 10¢c. fe 





logic and concrete il- — 


lustration of possibili- ONE BROS 
ties, that something — 


must be the matter 
with advertising agents 
and solicitors. 
Beginning in the Au- 
gust issues of such me- 
diums as the Ladies’ 
Home Journal, Wom- psd 


MLLSPICE 
smor 

PEPPER —perts to 
wuTwns 

PENANG 


methods 
the spicy 


an’s Home Companion, | Sxact* fall srengh and favor, Air 


tight pac! 
Butterick Trio, etc, 
generous space single 
column ads are appear- 
ing advertising Tone 
Bros. spices, made in 
Des Moines, Ia. These 





quality is up to the Tone 
standard. 


kage 
MUSTARD — Spices fresh, clean and pure 






Still another umbrella 
campaign will open up 
with a whole page ad 
in the Saturday Even- 
ing Post in September, 
which will be followed 
by a general magazine 
campaign. 

The Hull Bros. Um- 
brella Company, the 
largest exclusive mak- 
ers of umbrellas, of To- 
tnaeotweee | ledo, is the concern, 


make sure that the 


my 
of milling preserve 
oils and so insure 


wtvater” 1 and the campaign is 
Atk for Tone’s . 
Gy -seen now being prepared 
Der Memeteec | by the McManus-Kelley 








ads, as Printers’ INK 
suggested, advertise a full line of 
spices under one trade-mark 
name. They also attempt, as 
Printers’ INK suggested, to make 
this trade-mark mean a _ symbol 
of spice purity and reliability. 

It is certain that the example 
of this progressive Western spice 
manufacturer will stir up some of 
the old conservative Eastern firms 
who have been unable to see any- 
thing in an advertising campaign. 
Although few if any lines of 
spices have ever been advertised 
except with the most formal 
business cards, the new ad looks 





Company. 





Col. Leopold Markbreit, editor and 
owner of the Cincinnati Volksblatt, one 
of the strongest German newspapers in 
the West, died last week. He was in 
the U. S. consular service at one time, 
and was widely known. 


Fred I. Meyers, formerly with the 
Dry Goods Reporter, Chicago, _ has 
joined the selling and editorial force 
of the Southwestern Merchant, Dallas, 
Tex. 





The local display advertising of the 
Fort Worth, Tex., Record shows the 
gratifying gain of 39 per cent for the 
first six months of 1909 over the same 
months of 1908, says F. J. Stuart, ad- 
vertising manager, 
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All on the 


Same Ground 


HE best advertising medi- 

um is one in which the 

reader, the advertiser and 
the publisher are all on the same 
ground ‘The closer the reader 
gets to a real understanding of 
the purposes of the advertiser 
aud the standards of the pub- 
lisher the better medium that pub- 
lication will be. 

Commenciig with the Septem- 
ber number of THE HOUSE- 
KEEPER, there will be three ar- 
ticles on advertising by J. George 
Frederick, formerly editor of Ju- 
dicious Advertising,now editor of 
Printers’ Ink. These articles will 
teil all readers of THE HOUSE- 
KEEPER some things they ought 
to know about advertising. They 
will be one more reason for us- 
ing THE HOUSEKEEPER as 
an advertising medium, because 
the more our readers know about 
good advertising the better cus- 
tomers they are for advertised 
goods. 

New paper for the cover and 
more pages in each issue will add 
to the value not only of the Sep- 
tember number, but to all future 
numbers of THE HOUSE- 
KEEPER. 

THE HOUSEKEEPER has a 
proved circulation of 341,900 of 
which 250,000 is concentrated in 
the district known as the Middle 
West. 

Forms for October c’ose Aug. 25. 
FRANK L. E. GAUSS, Ado. Manager 
Tribune Building, Chicago 
Boston “ - 8 Beacon Street 
New York - 1208 St. James Building 





ACCIDENT INSURANCE MAY 
BE CO-OPERATIVELY 
ADVERTISED. 


INTERNATIONAL UNDERWRITERS HEAR 
A PLAN FROM AN _ ADVERTISING 
MAN TO EDUCATE THE PUBLIC TO 
MORE ACCIDENT INSURANCE—MU- 
TUAL ARRANGEMENT, 


At the convention of the Inter- 
national Association of Accident 
Underwriters at Niagara Falls, 
July 16th an interesting paper was 
read by C, A. Williams of the 
Charles Fuller Agency, Chicago, 
advocating an advertising cam- 
paign to be undertaken as an as- 
sociation, sharing expense and 
benefits mutually. Said Mr. Wil- 
liams : 

“The population of this country is 
90,000,000 ana only 50,000 families have 
an income of over $15,000 per year, 
leaving nearly 19,000,000 families who 
are presumably possible purchasers of 
protection against accident or ill health, 
Think of the field you are expecting 
your agents not only to cover as sales- 
men but as educators as well. I find by 
looking into the matter that there are in 
excess of 25,000,000 insurable risks in 
the country, between the ages of 18 and 
65. That the premium income during 
1908 of the stock companies was only 
$22,106,408, or less than $1 per year 
per insurable risk. Now, a conserva- 
tive estimate will place the average pre- 
mium on your various policies at $20 per 
year, which means that you are all to- 
gether only doing 5 per cent, of the 
business that it is possible to do. As 
you turn these figures over in your 
mind you will become more and more 
convinced that the general public knows 
little or nothing about what you have 
to offer. It lies within your power 
to do all the harvesting and even a 
part of that, quickly, economically and 
thoroughly through the medium of the 
public press. 

COULD BE DONE QUICKLY, 

“You may inwardly doubt the sound- 
ness of my judgment when I say that 
this education of the public mind could 
be brought about quickly and economic- 
ally. I don’t refer to a month nor 
six months, although a great deal could 
be accomplished in that time. Con- 
sider with what incredible rapidity such 
propaganda as Bryan’s 16-to-1 theory 
swept the country when taken up by 
the newspapers. So far as the economy 
of such education’ is concerned let us 
get back to figures. There are fifty-eight 
companies and associations now compris- 
ing the International Association of Ac- 
cident. Underwriters. An ultra-conserva- 
tive estimate of the average agency 
force, including managers, agents, bro- 
kers, etc.. would place the number at 
3,000. This means that you have a 
total salesmanship organization of ap- 
proximately 175,000. Now, supposing 
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that you should at this convention pass 
a resolution setting aside a certain day 
as “Education Day,” on which each and 
every member of this enormous organ- 
ization should devote his entire time to 
spreading the gospel of accident and 
health insurance to as large a number 
of people as he could possibly reach 
personally, without any attempt to 
actually write applications. We _ will 
presume that every available means of 
talking to the largest possible number 
of people was taken advantage of and 
that each agent reached an average of 
60 persons. You would have told your 
story once to 8,750,000 people, and 
supposing that each agent’s time was 
worth only $8 per day, the total cost to 
all the companies would have been 
$525,000. 

“If that one day’s work did create 
an active interest in accident and health 
insurance, if it had an effect that you 
could trace for any length of time there- 
after, if it resulted.in an increase of 
only 10 per cent. in your total business, 
you would consider that you had per- 
formed a miracle and that the expense 
had been moderate. The combined cir- 
culation of the largest daily or Sunday 
newspaper in the twenty-five largest cities 
of this country is about 4,000,000, You 
can send your message into that num- 
ber of homes every week for a whole 
year in the form of a full-page adver- 
tisement in the newspaper that they 
read every day for less than that sum. 
For 10 per cent, of it, $50,000. you 
can buy in these papers all the publicity 
you require to accomplish your purpose 
and on that basis if an average of only 
100 subscribers to each paper became 
purchasers of policies calling for an 
average premium of $20 per year, the 
money spent for advertising would be 
returned to your companies in pre- 
miums. 

“Each individual company should 
take such advantage of the general cam- 
paign as its management saw fit by 


advertising its exclusive policies where, 


when and through whatever channels it 
deemed profitable. The general cam- 
paign would act as a searchlight on these 
individual campaigns and make their 
success far more pronounced.” 





Free to Advertisers or Manufacturers 


a copy of “Joliet in Photographs.” It 
shows at a glance the kind of a city 
Joliet is. The News has kept a little 
ahead of the band-wagon for more than 
82 years. It has seen a dozen dailies 
perish by the way and has fully earned 
its place as the leading, most influential 
-. in this section. Daily and Weekly, 
all home circulation, 8,300. H. E. 
BALDWIN, Advertising Mgr. 








e e 
LincolnFreie Presse 
LINCOLN, NEB 

Actual Average 
Circulation 1 42 ,440 
Our biggest circulation 1s in the States of 
Iowa, Wisconsin, Minnesota, Nebraska, 


Illinois, etc., in the order named, All sub- 
scriptions paid inadvance, Flat rate, 35c. 
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HOW THE 


AMERICAN 
HOME 
MONTHLY 


IS MEETING THE DE- 
MANDS MADE ON IT 


It has moved to 27 Spruce 
St. to obtain more room for 
its editorial and business de- 
partments and to add to its 
mechanical plant. 


The magazine is to be en- 
larged and new features in- 
troduced for the entertain- 
ment and instruction of the 
readers. 


By reason of a vigorous cir- 
culation campaign a great 
many new readers are added 
to the list every month. 


Now is the time to& advertise 
in this healthy, growing 
household publication and ac- 
quaint its readers with your 
article before they get to 
know ‘your competitor’s. 


Write for statement showing 
the distribution of the 100,000 
guaranteed copies monthly. 
The rate is 40 cents a line flat. 
Advertising forms for Octo- 
ber close on the fifth of Sep- 
tember. 


American Home Monthly 


Oarbs A der) 


Advertising Manager 
27 Spruce St. New York 
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PRINTERS’ INK. 


4 JOURNAL FOR ADVERTISERS. 
Founded 1888 by Geo. P. Rowell. 


PRINTERS’ INK PUBLISHING COMPANY 
Publishers, 


President and Treasurer,J.D. HAMPTON. Sec- 
retary, J.1. ROMER, Manager, J. M. HOPKINS. 
Advertising Manager, F. C. BLiss. OFFICE: 
12 WEST 31ST STREET, NEW YORK CITY. 
Telephone $203 Madison. The address of the 
company is the address of the officers. 





Issued simultaneously in England by S, H. Ben- 
son, Ltd., Kingsway Hall, London W.C., Editor, 
Thomas Russell. Subscription, English Edition, 
1 year, 10s,; 6mo., 5s, Postage, 2s. 6d. per year. 





Combination subscription and advertising rates 
for both editions on application to either office, 





New England Office: 2 Beacon Street, Boston. 
JuLius MATHEWs, Manager. D. S, LAWLOR, 
Associate Manager. 

Chicago Office: 844 Tribune Bldg., Telephone, 
Central 4461. Wm. S. GRATHWOHL, Manager, 
St. Louis Office: Third National Bank Bldg. A. 
D. McKinney, Manager, Tel Main 1151, 


Issued every Wednesday. Subscription price, 
two dollars a year, one dollar for six months, 
Five cents a copy. 
Jesse D. Hampton, Editor. 
J. GgzorGE FREDERICK, Managing Editor 








New York, August 11, 1909. 








Competitive The announce- 


ment that the 
Corpora- Standard Oil 


tions Company’s 125 
competitors were making the mar- 
ket so warm for it that prices 
were being forced down is merely 
a general indication of the wide- 
spread competitive activity against 
corporations. 

As the article in this week’s is- 
sue shows, no corporation is 
great enough to withstand serious 
competition. No example of a 
“monopoly” is quoted oftener than 
the Standard Oil Company, and 
yet it has 125 competitors! All 
the other large corporations are 
meeting competition, especially ad- 
vertising competition. 

Several large corporations like 
the Singer Sewing Machine are 
enjoying half or over half of pos- 
sible business, and depending very 
heavily on sales organization to 
keep and increase business. Such 
corporations are particularly sus- 
ceptible to serious competition 
from those who advertise aggres- 


sively, for only advertising can 
win the 50 per cent trade which 
is indiscriminately divided and 
scattered, and which efficient sales 
staffs have failed to corral. Those 
corporations which, feeling secure 
in their possession of a goodly 
share, if not a majority of trade, 
advertise perfunctorily and _half- 
heartedly, are going to be stirred 
up very much in the near future, 
as their competitors learn to ad- 
vertise aggressively. ‘There is no 
better method of winning and 
holding trade against competitors 
than real, modern, aggressive ad- 
vertising. 

An interesting sidelight on com- 
petitive corporation advertising 
is furnished, by the way, in the 
decision in the Alabama Federal 
Court, July 23rd, in the suii to en- 
join the Montgomery Light and 
Power Company from advertis- 
ing damaging assertions about its 
competitor. Judge Jones decided 
that one company may defame the 
business methods of a competitive 
business concern in its advertising. 





Federal! Many rather rad- 


ical and imprac- 
Advertising tical bills have 


Regulation been introduced 
in various state legislatures plac- 
ing strictures on advertising. 
Little has been heard of them 
since—presumably because they 
served their purpose of provid- 
ing prestige with the “common 
people” for the legislator intro- 
ducing the bill. 

A more serious and it is to 
be hoped more practical bill has 
just been introduced in the House 
by Herbert Parsons (New York) 
providing for federal restrictions 
on advertising based on the in- 
terstate commerce right of the 
government to regulate interstate 
business. 

The bill provides for the pre- 
vention of transmission through 
the mails of “misleading business 
statements and false advertise- 
ments,” by a penalty of not more 
than $5,000 or not more than 5 
years’ imprisonment, or both. 
This bill is the result of Governor 
Hughes’ Wall Street Commission, 
which asserted that fradulent ad- 
vertising of stocks is a very fla- 
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grant evil. The bill was of course 
referred to the committee on in- 
terstate and foreign commerce. 

Such. a law will be welcomed 
by every legitimate advertiser, for 
it is distinctly to the interest of 
all legitimate, continuous adver- 
tisers to prevent the slightest 
destruction of that confidence in 
advertising which is steadily 
growing and strengthening the 
results from advertising in all 
good mediums. 


Magazines Now that the 


tariff bill is set- 
and the New tled, there is op- 


Nationalism portunity to view 
the part of periodicals in the long- 
continued fray. While a_splen- 
did group of newspapers have 
maintained a broad national out- 
look, many others have neverthe- 
less bowed to sectionalism; and 
textile interests in Philadelphia, 
steel in Pittsburg, sugar in New 
Orleans, fruit in California, pack- 
ing-house products in Chicago, 
shoe and cotton and wool inter- 
ests in Boston, have so enlisted 
the sectional sympathies of some 
newspapers in these cities that 
they could not climb to a broad 
national outlook. 

On the other hand, partly be- 
cause of less temptation, but 
largely because of a truly national 
temper, many magazines and 
weeklies. have struck a_ public- 
spirited and national note which 
has still more strongly entrenched 
them in public favor. Unques- 
tionably the trend of the pub- 
lic mind everywhere is toward 
greater nationalism and_ therein 
the strong ‘advertising power of 
the magazine undoubtedly lies. 
Such criticism of magazines as 
that made recently by the editor 
of the Chautauqua Magazine is 
entirely without pont: 

“There is a menace in the mag- 
azines. The magazine habit may 
become as bad as the morphine 
habit. Mere desultory reading of 
magazines may result in a loss of 
the power to select good reading 
and to think about it intelligently. 

“Carolyn Wells has aptly defined 
a magazine as a small body of 
literature entirely surrounded by 
advertisements. Some magazines 
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are playing the advertising game 
to such an extent that their pro- 
ductions seem to be made up of 
anything that will hold the adver- 
tis ng and support a picture ot a 
vaudeville actress on the cover. 
There are notable exceptions, 
however. In many cases one mag- 
azine one month is so like an- 
other magazine for another month 
that they are practically indis- 
tinguishable. 

“Careless reading of the maga- 
zines will make us as a Nation 
more hysterical than ever before, 
and worse than the French in not 
having a background of steadiness 
and a sense of proportion. We 
shall lose our power of thinking.” 

The number of magazines for 
sale does not indicate “hysterical 
reading,” because few people read 
all of them—each magazine is 
making circulation out of people 
who have not been magazine 
readers before. As to the con- 
tents of magazines, it is enough 
to know that the most able doc- 
tors, sociologists and specialists 
in better social and civic and ed- 
ucational conditions write a great 
deal for magazines, and that tes- 
timony of the practical helpfulness 
of such magazine matter has been 
given by the country’s most au- 
thoritative observers, including 
the broad-minded newspapers. 


The Growth The great breadth 

of the advertis- 
of Novelty ing field is no- 
Advertising where so well 
illustrated as in the steady in- 
crease of novel forms of adver- 
tising. 

Although a far greater volume 
of magazine, newspaper, street- 
car and outdoor advertising is now 
used than at any previous time, 
there is evidently a heavy volume 
of advertising done in a thousand 
and one forms of signs, novelties, 
ete. The advertising novelty 
manufacturers are now so numer- 
ous and strong that they have 
their own national organization 
and conventions. 

The electric sign has become a 
big advertising industry in itself 
No visitor to New York, or any 
other large city, at nighi, can fail 
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to be impressed with the extent 
of illuminated signs. 

Theatre program and _ theatre 
curtain advertising, the bulletin 
plants, the various kinds of signs 
—aluminum, arabesque, brass, 
bronze, chipped glass, cloth, elec- 
tre, decalcomania, porcelain. 
enameled, glass, metal, paper, 
raised letter, roof, rotary, show- 
card, street, tin, tuscaloid, wire, 
wood, ete.—do a very heavy vol- 
ume of business. 

The makers of aluminum, cel- 
luloid, leather, lithographic, and 
mechanical and desk novelties; 
the makers of every kind of pre- 
miums from clocks and chinaware 
to games, puzzles and pencils; the 
makers of calendars, desk pads, 
memorandum books, labels, mail- 





ing devices, souvenirs, rubber 
stamps, stickers, buttons and 
badges—all these are securing 


business throughout the country. 
Some of the biggest national ad 
vertisers are liberal users of such 
forms of advertising. 

PrinTERS’ INK shortly means to 
examine more closely into the 
value of this sort of advertising, 


and to describe its use and 
adaptability. 

j The aim of the 

Printers new _ manage- 

Ink’s Liter- ment of “Print- 

ary Merit ®®5 INk” has all 

i along beeri to 

merit such words as are con- 


tained in the following letter: 


New Brunswick, N. J., 
July 29, 1909. 
Editor of Printers’ Ink: 

I am behind in my reading, by 
reason of the over-whelming in- 
teresting anniversary number of 
your pub‘ication, which I have not 
had time to fully digest. Along 
the line of your recent ed‘torial 
on “Advertising as Literature.” 

It may interest you to know 
that I take my copies of Print- 
ers’ INK home to be read at leis- 
ure, it lies around the house and 
it seems to. be taking its place 
with literary magazines. Re- 
cently, I heard some of my visit- 
ors making remarks about it, one, 
a gentleman engaged in literary 
work ef the higher class and 





who is exceedingly well versed, 
said that many of the articles 
were equal to and _ possibly ex- 
ceeded in literary merit much 
that is now being published as 
literature. A lady who comes 
from a family of literary people 
said, “Yes, | have been reading 
that magazine, and it seems to 
be as bright and readable as 
Life. 

In any event allow me to con- 
gratulate you upon the success of 
Printers’ INK whose energies 
seem to be in no way affected by 
the heat or dull times. 
7, B. Ki_mer, 


To be compared in_ brightness 
and readability to Life is a high 
compliment which Printers’ Ink 
particularly appreciates. 

However, all Printers’ Ink’s 
claims of literary style and merit 
are secondary and unconscious, 
The writers for Printers’ INK are 
first of all men of ideas and prac- 
tical experience, and do not claim 
to be literary men. They never 
strive toward literary style, but 
rather toward the expression of 
ideas. 

Nevertheless it is extremely en- 
couraging to be told that in the 
discussion of absorbing trade _in- 
terests, Printers’ INK is also be- 
coming appreciated for its read- 
ability and style. 


Texas A number of in- 
A Coming teresting << 
tising develop- 

State ments have come 


out of Texas recently, as instanced 
in this week’s issue. Other signs 
show that Texas is soon to be a 
considerable trade factor. The 
New York Commercial not long 
ago was enough impressed with 
this fact to issue a Texas edition. 

The United States Government 
is spending $29,500,000 to make a 
first-class sea-and-rail shipping 
centre at Galveston and Houston 
to be ready for international traf 
fic upon the completion of the 
Panama canal. 

As inland Texas is rapidly be- 
coming productive farm land in- 
stead of immense cattle ranges, 
the whole State is evidently rap- 
idly multiplying its resources, 
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HARPERS’ 









. has a larger circulation than 
: any other magazine claiming 
r 

to be in the same class. 


q It stands first in the good 
opinion of advertisers who 
value high class publicity. 


@ It stands the true test 
of advertising value—it sells 
your goods. 














42 PRINTERS’ INK. 





HALF A MILLION TO AD- 
VERTISE LEWIS’ NEW 
PROJECT. 

SIXTEEN PAGE AD IN “EVERY- 


99? 


BODY’S” APPEARS—FOUR PAGES IN 
“DELINEATOR” — 700 CHAPTERS 
STARTED—HOW THE LEWIS PUB- 
LICATIONS WILL PROFIT. 


Evidence that the American Wo- 
man’s League, the immense sub- 
scription scheme of E. G. Lewis, 
St. Louis, is getting under way 
with a splendid swing, is shown 
by the large advertising plans now 
going through. 

Everybody's for August contains 
a sixteen-page ad for the League 
—said to be the largest ad ever 
run in a magazine. The Butter- 
rick Trio, for September will 
also contain a four-page, full size 
ad, profusely illustrated. Col- 
lier’s also had a four-page ad iast 
week. Mr. Lewis says that $50,- 
coo will be spent every month 
for ten months if the results by 
October Ist will be what are ex- 
pected. This means a prospective 
advertising expenditure of half 
a million dollars for exploiting the 
new project. 

The plan as now for the first 
time fully outlined to the public, 
in all its many ramifications, 
shows amazing versatility and it 
is difficult to pick flaws in it. To 
an advertising man conversant 
with conditions of life throughout 
the country and with circulation 
problems, it rings peculiarly true. 
This is proved by the fact that 
700 chapters have already been 
formed. 

One of the first obvious re- 
sults of this far reaching project 
will be to immeasurably increase 
the advertising value of the Wo- 
man’s Magazine and the other 
Lewis publications. This is prov- 
ed by the fact that no less than 
twenty-seven back-covers were 
so'd in thirty days for the Wo- 
man’s Magazine. 

It is not too much to say that 
no subscription campaign ever de- 
vised has aroused the interest and 
curiosity of advertising men every- 
where to such a remarkable ex- 
tent as has this one. 





TWO 
TOPS 


Among all the general 
magazines for August 
one top is secured by 


THE WORLD'S 
WORK 


Among all the class maga- 
zines (we shall not quarrel 
with Printers’ Ink over the 
classification, even if general 
advertisers send to it more 
general advertising than to 
most general magazines) the 
other top is secured by 


COUNTRY LIFE 
IN AMERICA 


And the growing support of 
satisfied advertisers is helping 
steadily toward the heights 


THE GARDEN 
MAGAZINE 
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AUGUST MAGAZINES. 


VOLUME OF ADVERTISING IN LEADING 
M 


ONTHLY MAGAZINES 


(Exclusive of Publishers’ own advertising) 


















Pages 
World's Work..... coescccccees 129 
Everybody's ..s+.seseseeseeee ee 127 
Review of Reviews.......-.+++ 102 
Cosmopolitan oseese - 7 
McClure’ Ss. oo 04 
Munsey’s. 87 
eapor’ 8 Month y. 79 
Scribner’S..cceseseceeceeeeeees 72 
American’ Magazine........+++ 61 
Century Magazine........+s.+++ 61 
Success (COIS.)...+sseeesereeeee 61 
Human Life (cols)...+..+++++« 52 
Red Book..eccccesescsecvesece 40 
Hampton’s Magazine.......+.+ 39 
Overland...cccccccseccevecsece 38 
International Studio (cols.).... 53 
Uncle Remus's Snatdeetule. ) 39 
World To-Day.....ccccsseceece 32 
a o- 29 
Argosy.. 29 
Ainslee’s... ee 28 
Current Literature. 27 
Pearson’s...+.se++.seees 27 
Theatre Magazine (cols) 34 
Popular. ..+seesseceeseees 24 
Strand... cecccecsccsecsees - 2 
Putnam's ..ceseseseeecers - 21 
Atlantic Monthly. 20 
Blue Book.......- 20 
Lippincott’S...+.sseeeeeee owe OO 
Metropolitan.....seeseees — o 
Smith’s....++. 16 
All-Story.....esee0s 16 
Aaserican Boy (cols.). 15 
St. Nicholas...cssececesesecees 9 
PRIIRD  scccoccescecenccececs 16 


Agate 
Lines 
29,022 
28,528 


VOLUME OF ADVERTISING IN LEADING 
MONTHLY MAGAZINES CARRYING 


GENERAL AND OLASS 
ADVERTISING 


(Exclusive of Publishers own advertising) 


Country Life in America (cols.) 132 
97 


92 
Pacific Monthly.....-eseeeeeee 57 
Book-Keeper, ...e.-seesseseeens 49 
Field and Stream........+..0++ 44 
Suburban Life (cols.).......++ - 62 
Outdoor Life......sssesecseees 37 
Outing Magazine.........++++- 32 
Garden Magazine (cols.)....... 50 
Technical World........++.0+++ 30 
Wan Norden. ccocsccccceccccocs 28 
Recreation (Cols.)...+..eseeeee 35 
Amer.Homes and Gardens(cols.) 34 
House and Garden (cols.)...... 24 


22,579 


3,474 


VOLUME OF ADVERTISING IN LEADING 


WOMEN’S MAGAZINES 


(Exclusive of Publishers’ own advertising) 


Good Housekeeping.........++ 56 
Ladies’ Home Journal (cols.\.. 63 
Woman's Home Compa’n (cols. ) 59 
Delineator (cols. )......essse0e¢ 61 






Designer (cols.)....++ eevee oe 43 
New Idea (cols.)....-.+sseeseee 43 
Ladies’ World (cols.)...+..++++ 38 
Housekeeper (cols.). coe 36 
Modern Priscilla (cols ). 39 
Pictorial Review (cols ). coe 38 
McCall’s (cols.).....scsseseee 38 
Paris Modes (cols.).. see 4 
Harper's Bazar.....csccsscces 20 





American Home Monthly (cols) 12 


12,754 
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a OF ADVERTISING IN LEADING 
WEEKLIES FOR JULY 


(Exclusive of Publishers’ own advertising) 


































Agate 
July 1-7: Cols. Lines 
Saturday Evening Post.. - 2 12,070 
Independent (pages)........++ 44 9,856 
Collier's. . 34 6,480 
Life. ccccccces 44 6,230 
Churchman .occccccccccccssecs 38 6,131 
Literary Digest. Pevccveccececcs 32 4,516 
Outlook (pages)......sessseees 20 4,480 
Leslie’s.....eccceee coos ecccee 90 4,170 
Youth’s Companion eee ecccecece 14 2.800 
VOBUC. .cevccccccccccccccccoces 17 2,721 
Associated Sunday Magazine... 13 2,665 
Illustrated Sunday Magazine... 11 2,150 
Christian Herald........sese0 12 2,040 
July 8-14: 
Saturday Evening Post......... 60 10,293 
Collier’s..... oecccsece eee 44 8,273 
Literary Digest... + 40 5,703 
Outlook (pages).....sseeseeees 23 5,180 
Associated Sunday Magazine... 27 5,110 
MRED Chis cd cedladesososecceeses 20 4,000 
Churchman ...cccccccccscscecs 22 3 649 
Independent (pages) sacs 13 3,094 
ORES. cccscccoscccces 34 3,045 
Life . 19 2,699 
Christian Heral - 4 2,440 
Illustrated Sunday Magazine... 10 1,914 
Youth's Companion............ 2 540 
July 15-21: 
Saturday Evening Post........ 72 12,240 
cre o - 9,430 
Literary Digest... . 34 4,772 
Outlook a 19 4, 
Churchman .... 26 4,183 
QBUC. cccvcccseccsescpesteocecs 23 3,631 
Associated Sunday Magazine. . 18 3,360 
EG cswsvdsoeses Ceovececsecose 23 3,352 
Leslie's ..cccccce eocccccecerocs 13 2,600 
SD OE NS 
By 
THE MAGAZINE OF BUSINESS 


Puvitoheu in America at 
Chicago and New York 
Some advertisers who do not 
key results will use a magazine 
pegsistently on blind faith. 
ome advertisers who do not 
key results will use a magazine 
two or three times on speculation. 
But when a magazine carries 
both kinds—keyed and unkeyed— 
month after month, year after 
year, there can be but one expla- 
nation—it pays. 
For three years and_ seven 
months, SYSTEM has averaged 


| more advertising carried than any 
other standard magazine. 














WEN 


INTERNATIONAL EDITION 





Published in England at 34, 
Norfolk St., Strand, London 

































Aga:e 
Page ¢ Lines 
Independent (pages).......... ll 2,584 
Illustrated Sunday Magazine... 13 2,512 
Christian Herald.......+++++++ 12 2,195 
Youth’s Companion............ 6 1,200 
July 22-28: 
Outlook (pages)..+++.+++ 91 20,500 
Saturday Evening Post... 13 12,410 
Collier’s...+sesseeeseees 39 7,565 
Leslie's ...ccccsseveceess 23 4,600 
ee 27 3,907 
VOguc..cerecsccceseees o coo 2 3,795 
Literary Di 26 3,640 
Associated Sunday Magazine... 14 2,688 
Churchman ..... Cvescees .eece 20 3,275 
Illustrated Sunday Magazine... 14 2, 
Independent (pages)... ....-.. 10 2, 
Chnistian Herald .. - B&B 2,1¢0 
Youth’s Companion.. 4 
July 29-30-31 : 
Collier’s....cccccsesseees cccoee 49 9,310 
Saturday Evening Post........ 48 8,160 
Literary Digest.........- coe 0 5,605 
Outiook (pages)..... coe 35 3,360 
VORUS. ccrveccecccee soe ® 3,080 
LeB0'S.ccccccccccces 14 2,930 
Churchman ......-+ 17 2,859 
Life. cccoccccccsccecs 14 2.073 
Independent (pages) 8 1,897 
Youth’s Companion. ..........- 4 900 
Totals for July: 
Saturday Evening Post........ 55,173 
Collier’s..c...0.ccccees coe 41,058 
Outlook. .ccccccccvcccccccccces 37,950 
Literary Digest.. eee 24,236 
Churchman ....... 20,097 
independent... eee 19,811 
Leslie’s...cccccccccscccccccccce 18,300 
Like. cccccccvccccccccccccoccccs 18,261 
VOgue .oe cccrececccseccececes 16,272 
*Associated Sunday Magazine... 13,723 
*[llustrated Sunday Magazine... 9,236 


*Christian Herald ..... ° 8,775 
Youth's Companion. . 


*Four issues only. 








AUGUST MAGAZINE ADVER- 
TISING. 

August magazine advertising is 
supposed to be positively dull and 
stagnant—a low-water mark month 
like January, or worse. 

The condition of the magazines 
for August, however, do not bear 
out such ideas very far, for they 
carry a very substantial volume of 
advertising. Its volume, and the 
general average of increase over 
the last two years which has been 
maintained right along makes it 
pretty certain that fall numbers 
will carry a heavier volume of ad- 
vertising than ever before. 

World’s Work, for the first time 
in several years, heads the August 
list, with a remarkable increase ot 
45 pages over last year, and 76 
over 1907. Everybody's carries 33 
more pages than last year, and 35 
more than in 1907. The Review 
of Reviews led the August list 
last year with 95 pages; this year 
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it is third, with 102 pages. In 
1907 it had 103 pages. 

The Cosmopolitan carries 13 
more pages than last year and-q1 
more than in 1907. McClure’s 
had 95 last year and 99 in 1907. 
Munsey’s carries 15 more pages 
than last year. The American 
magazine had 60 last year and in 
1907. Success magazine had 7,596 
lines last year, increasing by al- 
most 3,000 lines this year. 

Human Life has made a spec- 
tacular record, jumping from 2,969 
lines in 1907 to 9,715 this year, 

Preparations now going on for 
September numbers indicate a very 
healthy condition. 

————- 


WANTS FOREIGN  REPRESENTA- 
TIVE AND “PRINTERS’ INK.” 


Str, Louis Gtopse-Democrart, 

si St. Louis, July 20, 1909. 
Editor of Printers’ Ink: 

Having been a reader of PRInTERs’ 
Ink since my salad days as a “cub” 
reporter, I now appeal to you for a 
little advice. I want the name of some 
good advertising man or agency to 
represent the Evening News of Cape 
Girardeau, Mo., in New York. About 
two months ago I bought the old Demo- 
crat plant, changed its name to the 
News, organized a stock company, in- 
cluding some of the leading citizens and 
business men of the town, put in a 
first-class equipment and placed Sam 
W. Davis, formerly of the Butler, Mo., 
Democrat, in charge as editor and man- 
ager. I have the controlling interest. 

We are doing a good local business, 
but want more outside patronage. The 
town is the principal city of Southwest 
Missouri, has 15,000 inhabitants and is 
growing very rapidly. The News is the 
only paper in that portion of the state 
with a telegraphic news service. We 
expect to do some advertising to reach 
the general advertiser as soon as we 
get some one to represent us in New 
York and Chicago. If you know of a 
man or agency that is not too busy or 
too proud to take hold of a rather small 
pronosition like this, wish you would 
give me the name. Also enclose ad- 
vertising rates of the Little School- 
master. 

Witttram M. Lepsetter, 
City Editor Globe-Democrat. 


—_—_—__+-9.—————— 


Herbert S. Houston, advertising man- 
ager of the World’s Work, arrived from 
a three months’ trip abroad the other 
day. His staff sent him a_ wireless 
while still out at sea, inviting him out 
to lunch, 





F. M. Lupton, publisher, announces 
that Julius P. Balmer, for the past 
three years with the Butterick Trio, has 
been ‘appointed Western manager, at 
Chicago. 
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| THERE IS A REASON 

















APITULATION OF LEADERS IN : i 

MONTHLY CLASSIFTOATIONS ie SUNSET is the maga- i 

€ . ene | 

umes ine of the Pacific and 

H county Life in Amtrin (ols) I ie 26/362 i 

_armeneatenanes is 2 0 of all the Far West. d 

4 Sinsetarcecnee reiiiieieces 96 21290 — It has the largest circula- 
W Word's Work ooo 200% i oe tion of any perjodical 
ee eae “iam = published in the West. 


12. Ladies’ Home Journal bits <4 17,200 
3 








13. ones ae ee - ae 

14. Good Housekeeping.........++ 19 5,5! 

15. Century 69 15,456 Gross - 125 000 

16. Woman's Home Comp. (cols,) 71 14,332 9 
17. Delineator (cols.) ...-.seeseee 66 8 8«613,518 ti 
18 Field and Stream.. Tt) 68 «13,166 N t l 09 489 
IP. Pacific.....00ee00 coe BT 12,042 e€ = = 3 . & 





20. Designe? (cols.)......seeeeeee 59 =, 840 


Brac from Printers’ Ink July 14, 1909 See certificate of Association of 
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Mus lerhhicate is valud only in ils entrrely / 


Dated, New York__ Frente 4, 4909. 





Do you want to reach the people of the Golden West? 
Write for rates or any information to SUNSET MAGAZINE, San Francisco, Cal. 
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WANTED 


A BIG OPPORTUNITY— 
NOT A BIG SALARY— 
BY A SELLER OF SPACE 
Somewhere there is a publisher who 
believes that his publication is entitled—by 


right of merit—to a greater volume of ad- 
vertising than it now carries, 

























That’s the man I am looking for 


For that man I can make Jive adver- 
tisers out of the dead prospects of other 
solicitors. 


That’s the Opportunity I want. 


Not looking for a title; -lon't expect 
more than | earn; can make good at the 
top or bottom. Given the right oppor- 
tunity I can make mew business and hold 
the old. No advertiser too small or too 
large to tackle and close if the publication 
is right. 


Record and reputation stand 
Acid Test 


Have had more than my share of experi- 
ence with men who try to build a tannery 
from a shoestring—and who never have the 
shoestring— all such please keep off. 


Opportunity—not salary—the 
first consideration 


If interested kindly address 
“ FLAACKE,” care Printeis’ Ink. 
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BRIGHT PACIFIC COAST BANK 
ADVERTISING. 


Curcaco, Itx., July 30, 1909. 
Editor of PrinTErs’ tea . = 
Having frequently read in Printers’ 
Inx articles on bank and financial ad- 
vertising of all kinds. I thought you 
might be interested in seeing this bank 
ad, clipped from my home paper in 
California. Evidently this teak oe no 








IN THE HEART OF BUSINESS ACTIVITY: 











The Figst National Bank 


Cornacr Post and Montgomery St---ts 


COMPLETE BANKING 
SERVICE . 


The First National Bank fully equipped for com- 

thercial business. 
! II. First Federal Trust Company, associated with 
the First National Bank, pays interest on deposits and 
takes entire charge of property, real and personal. 

III. Armor Plate Safe Deposit Vaults, the highest 
| type of security, guarantee absolute protection for val- 
i wabtes 


INSPECTION INVITED 



















A Great Official 
Methodist Weekly 


The 


Classmate 


CincinnaTt New York 


Guaranteed Circulation 


425,000 


Advertising Rate 


One Dollar per line 





A. E. DUNN 
Advertising Manager 
57 Washington Street, Chicago 











pompous sense of its dignity, and is 
not above telling people what it has to 
offer them. 

Western banks are really more con- 
sistent believers in advertising and are 
breaking away from precedent more 
widely than Eastern banks, and I be- 
lieve they are getting more business 
from the masses than Eastern banks, 


too. 
E. P, Conran. 
5 Oe 


A LIVE BANK PUBLICATION. 


FARMERS STATE GUARANTY BANK. 
LExInGTON, OKLA., July 30, 1909. 
Editor of Printers’ INK: 
Enclosed herewith I hand you copies 
of our house organ for June, July and 
Aucust. 

The one with the cover on shows a 
little improvement tnat I have made 
upon the syndicate paper. 

Our local printer does the work and 
gets his pay out of the local adveértise- 
ments from merchants. As stated on 
the cover this makes it look as though 
it was really edited in the interest of 
Lexington and vicinity. 

We have changed recently to a state 
bank in order to take advantage of the 
Guarantv Law of Oklahoma. The 
writer prepares copies for pages 4, 5 
and 8. The other matter is prepare 
by the house issuing the syndicate 

















apers. 
sich H. A. Hawk. 
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COMMERCIAL ART 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 














The purpose of the Automatic 
Time Stamp is to stamp things 
when they come into your office, 
so that you know when you got 
them. The illustration in the ac- 
companying advertisement shows 
a rather poor picture of the de- 
vice surrounded by. various orders, 





To piotect your business: against loss of dollars 
through routine delays. It wil keep things moving 
savé time, money and annoyance, ‘T 
matic Time Stamp prints date and time on orders, 
letters, cow, time and delivery tickets, etc. Durable, 
portable and accutate, Special adaptations for specia! 
poses where tequired. No rubber of soft stuff. 
fear v. &. Gov't. Write for catalog. Agents wanted, 
AUTOMATIC TIME STAMP CO; 
160 B Congress Street BOSTON, MASS. 
Origingtore of the Act of Time Printing 


N New York: 106 Fulton Street j 
b " tnt aahiealclile. J 








ness of the illustration designated 
as No. 2. 
x * * 

This Derby Desk advertisement 
made a creditable appearance in 
the magazines in which it ap- 
peared. As a general thing, it is 
unsafe to try to show two people 











No. 1. 


letters, telegrams, etc., which are 
not in any respect essential to a 
clear understanding of the func- 
tion of a time stamp. 

This wou'd have been enough 
to satisfy most people, but the con- 
structor of this illustration was 
not content until he had made an 
earnest effort to include a large 
slice of the Solar system in his 
picture. : 

The result is certainly compre- 
hensive, but it lacks the clarity 
and flavor and advertising useful- 


No. 2. 


and a piece of furniture in one 
small advertisement, but in this 
case the arrangement was interest- 
ing, and the picture carefully sil- 
houetted, so that it did not lose 
detail or run together. 

It, naturally, suffers in reproduc- 
tion, but in the original it made a 
pleasing and interesting desk ad- 
vertisement. 

* * y 

Here is an example of a picture 
that does not fit the advertisement 
which accompanies it. The text 
















48 


tells us that Horsford’s Acid 
Phosphate is a good thing for 
weary, hard-worked brains, while 
the man in the picture looks neith- 











The Derby Desk 


is unsurpassed jn quality, appear- 
ance and durability. It.is guar- 
anteed not to shrink, warp, crack, 
or split and will outlast several 
of an inferior grade. It always 
pays to buy the best. 

Derby Quality office furniture 
will add tone and respect to your 
office and attract customers while 
affording you the maximum of 
convenience and comfort. 
Specialty, choice mahogany, but our full 
lines meet every taste and purse. Agen- 


cies in principal cities. Catalog 2902 
and name of nearest dealer on request. 


Wai DESK COMPANY 


BOSTON, MASS 
er weary nor hard worked—nor, 
for that matter, does he seem to 
be particularly hefty in the matter 
of brains. 

He seems to be getting a‘ong 
very nicely, is in no hurry, hasn’t 
found it necessary even to take his 
coat off, and is far from being an 
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impressive specimen of a gentle. 
man laboring under a strain, 

This picture would make a much 
better illustration for a fountain 
pen or eyeglass advertisement than 
it does for Horsford’s Acid Pros. 
phate. 

* * * 


The Buzz-saw type of advertise- 
ment has at last infested trade 
journal circles with such weird re. 
sults as is shown by the accom- 
panying advertisement of che Aer. 
motor Company. These people are 
trying to advertise a gasolene en- 





Wenn, Hard-Worked 


Brains 


find rest and relief, renewed vigor and clarity, 
keen refreshed vision, and tone in. 


Horsford’s Acid Phosphate 


Coston, Healthful ful of Horsford’s Acid Phos- 
= Home Drink te to a g! of — Tht 
ford’ sphate t will not only satisfy thirst, 
bye ty: giass of but will “sea he and tone us 
water, or iced tea,—makes @ brain, relax the nerves and give 
Gelightiul drink, far more @ better grip on mental prob- 
a —— lems. At sieht, | it cools and 
; calms the hea pares 
Soom te Ng -~ © you for more ‘Testful sleep. 
this as pocoventa drink at The busy mae wilt find stanch sup- 
home, if ap orstord’s 


you wi" ie > 
ate the improvement mone. Acid Poospuate. a 














gine, and it is evident that a man 
would need a gasolene engine 1 
order to travel around the ad and 
read it. 

There is no way in which words 
could be arranged in a more dis 
couraging and disheartening man- 
ner. 

By what course of reason did 
the man responsible for this ad- 
vertisement figure it out that the 
harder he made it for people to 
find out what he was talking about, 
the more likely they would be to 
make the attempt? 

Probably that phase of the situa- 
tion did not occur to him at all— 
he simply followed a very bad ex- 
ample. 
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A Roll of Honor 











having the requisite qualification. 


enter this list. . 





Advertisements under this caption are accepted from publishers who 
have sent Printers’ Inxk a detailed statement showing the total number of 
perfect copies printed for every issue for one year. These statements are 
on file and will be shown to any advertiser. Printers’ Inx’s Roll of Honor 
is generally regarded as a list of publications which believes the advertiser 
is entitled to know what he is paying for. 

No amount of money can buy a place in this list for a publication not 


Complete information will be sent to any publication which desires to 


statement of circulation in the following pages, used in connec- 

tion with the Star, is guaranteed to be absolutely correct by 
Printers’ Ink Publishing Company, who will pay $100 to the first person 
who successfully controverts its accuracy. 


f Printers’ Inx’s Guarantee Star means that the publishers’ 




















ALABAMA 


Anniston, Evening Star. Quantity and quality 
circuiation; leading want ad. medium, 


Birmingham, Ledger, dy. Average for 1908, 
19,270. Hest advertising medium in Alabama. 


Montgomery, Fournal, dy. Aver. 1908, 9,733, 
The afternoon home newspaper of its city. 


ARIZONA 


Phoenix, Republican. Daily aver. 1908, 6,661. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


COLORADO 


Denver, Post, has a paid cir. greater than that 
of any two other daily newspapers pub. in Den- 
ver or Colorado. Average cir., 1908, 68,467. 
{7 This absolute correctness of the latest cir- 
culation rating accorded the Den- 
ver Post is guaranteed by the 
publishers of Rowell’s American 
Newspaper Directory, who will 
pay one hundred dollars to the 
first person who successfully 
controverts its accuracy. 





“ INNECTICUT 


Bridgeport, Morning Telegram, daily 
average for July, 1909, sworn, 12,887, 
You can cover Bridgeport by using 
Telegram only. Rate 1c. per line flat, 


Meriden, Yournal, evening. Actual average 
for 1907, 7,748; average for 1908, 7,726. 


Meriden, Morning Record and Republican. 


_ Daily aver. 1906, 7,672; 1907, 7,769; 1908, 7,729. 


New Haven, Evening Register, daily.. Annual 
Sworn average for 1908, 16,864; Sunday, 12,667. 








New Haven, Union. Average 1008, 16,326; 


E. Katz, Special Agent, N. Y. 


New London, Day, ev'g. Aver. 1906, 6,104; 
average for 1907, 6,647; for 1908, 6,739. 


Norwalk, Evening Hour. Average circulation 
exceeds 3,460. Sworn statement furnished. 


Waterbury, Republican. Average tor 1908, 
Daily, 6,325; Sunday, 6,243. 


DISTRICT OF COLUMBIA 


Washington, Evening Star, daily and Sunday. 
Daily average for 1908, 36,762 (@ ©). 


FLORIDA 


Jacksonville, Metropolis. Dy. av. 1st 3 mos., 
1909, 128,857. E. Katz, Special Agent, N. Y. 


Jacksonville, 7imes-Union. June dy 17,742; Sun 
19,889. Benjamin Kentnor Co., N.Y. Chi. Sp. A. 


e GEORGIA 


La Fayette, Messenger. Weekly. Average 
circulation, 1908, 2,641. 


ILLINOIS 


Belvidere, Daily Republican entitled to Roll 
of Honor distinction. Need more be said? 


Cham , News. Guaranteed larger circu- 
lation than all other papers published in the 
twin cities (Champaign and Urbana) combined 





Chicago, Breeder's Gazette, weekly. $2. Aver- 
age for first 6 months, 1909, 77,721. 
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Chicago, Dental Review, monthly Actual 


average for 1907, 4,018; for 1908, 4,097. 


kit tke tk 


Chicago Examiner, average 
1908, Sunday 602,877, Daily 
165,407, net paid. The Daily 
Examiner guarantees advertis 
ers a larger city circul. tion, 
including carrier home deliv: 
ery, than all the other Chicayo 
morning newspapers COM 
INED. 

The Sunday Examiner 
SELLS more newspapers 
every Sunday than all the 


other Chicago Sunday news- 
pape's PRINT. 

GB The absolute correctness 

ot the latest circulation rat- 





ing accorded the Chicago 
Examiner is guaranteed by 
the publishers of Rowell's 
American Newspaper Direc- 
tory, who will pay one hundred 
dollars to the first person who 
will successfully controvert its 
accuracy. 


Be Hp Np 


Chicago, Record-Herald. Average 1908, daily 
net paid exceeding, 141,000; Sunday net paid 
exceeding, 197,000. It is not disputed that 
the Chicago Record-Herald has the largest 
net paid circulation of any two-cent newspaper 
in the world, morning or evening. 

G2 he absolute correctness of the latest cir- 
culation rating accorded the 
Kecord-Herald is guaranteed by 

GUAR the oe of Roweil’s Ameri 

AN ican Newspaper Directory, who 

aa ae) will pay one hundred dollars to 

, the first person who will success- 
fully controvert its accuracy. 


Joliet, Herald, evening and Sunday morning. 
Average for 1908, 6,808. 





Libertyville, Business Philosopher, mo. ; mer- 
cantile. Av. 1908, 16,608. A. F. Sheldon, Ed. 


Peoria, Evening Siar. Circulation for 1908, 
20,911 





Sterling, Evening Gazette, average circulation 
for 1908, 4,409. First six months, 1909, 4,963. 


INDIANA 

Evansville, Fournal-News. Average, 18,183. 
Sundays over 18,000. E. Katz,S.A., N.Y. 

Notre Dame, 7he Ave Maria, Catholic weekly 
Actuai net average, 26,112. 

Princeton, Clarion-News, daily and weekly, 
Daily average, 1,677; weekly, 2, 

South Bend, 7ribune. Sworn average year 
sending Dec. 31, '08, 9,329. Best in No. Indiana. 





IOWA 

Burlington, Hawk-Lye, daily. Average 1908, 
9,139. ‘All paid in advance." 

Davenport, 7imes Daily aver, July, 16,835 

Circulatior in City or total guaranteed greater 

than any other paper or no pay for space. 
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Dubuque, Times-Journal, morning and eve, 
Daily average, 1908, 12,664; Sunday, 14,731, 

Washington, Eve. Yournal. Only daily in 
county. 1,900 subscribers. All good poopie, 


KANSAS 
Hutchinson, News. Daily 1907, 4,670; 1 
4,835. E. Katz, Special Agent, N. Y. oe, 


KENTUCKY 

Harrodsburg, Democrat. WW. Av. 08, 3,370, 
Largest and best paper in Central Kentucky, 

Lexington, Herald. VD. av.,1908, 7,194. Sunday, 
8,255. Week day, 7,006. Com. rates with Gazette, 

Lexington, Leader. Average for 1908, evening, 
6,445, Sunday 6.878. E. Katz, 

Louisville, 7he 7imes, evening daily, average 
for 1908 net paid 43,940 





MAINE 

Augusta Comfort, monthly, W.H. Gannett, 
publisher. Actual average, 1,294,438. 

Augusta, Kennebec Fournal, daily average 
1908, 8,826. Largest and best cir. in Cent. Me, 

Bangor, Commercial. Average for 1908, daily 
10,070; weekly, 28,727. 

Phillips, Maine Woods and Maine Sportsman, 
weekly. J.W. Brackett Co. Aver. for 1908, 7,977. 

Portland, Evening Express. Average for 1908, 
daily 14,451. Sunday 7elegram, 10,001. 





MARYLAND 
Baltimore, American. Daily average for 1908, 
74,702; Sunday, 92,879. No return privilege. 
Baltimore, News, daily. News Publishing 
Company. Average 1908, 84,395. For July, 
1909, $1,652 
The absolute correctness 1s 
q latest circulation rating accor 
GUAR the News is guaranteed by the 
TEED publishers of Rowell’s American 
Newspaper Directory, who will 
pay one hundred dollars to the 
first person who successfully controverts its 
accuracy. 


MASSACHUSETTS 
Boston, Evening Transcript (©©). Boston's 
tea table paper. Largest amount of week day ad, 


4.0. 4.9.8.1 


Boston, Globe. Average 1908, daily. 176,297; 
Sunday, 319,790. Largest circulation ~ - of 
any two-cent paper in the United States. La 
gest circulation of any Sunday newspaper in 
New England. Advertisements go in morning 
and afternoon edition for one price. During 1908 
The Boston Globe printed a total of 22,450 col- 
ums, of 6,869,700 lines of advertising. This was 
7.445 More columns, or 2,443,225 more lines than 
appeated in any other Boston newspaper. 


Ie He He 


Boston, Post, July, '09, Sunday aver. 251,506; 
daily, 284,674. The Boston Post's greatest June 
in both circulation and advertising. 


BOSTON TRAVELER 
Established 1825. 
Average circulation for June, 1909, 102,645. 
Gain over June, 1908, 17,027 


The character and distribution of its circus 
lation ensure results to advertisers. No 
questionable copy accepted. 
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aman Lite, The Magazine About Peopte. 
ieiemoce and proves over 200,000copiesm'thly 





Clinton, Daily Item, net average circulation 
for 1908, 3,099. reas 


all River, Globe, The clean home paper. Best 
er Largest cir. Actual daily av. 1908, 7,473. 


Lawrence, Telegram, evening, 1908 av. 8,949. 
Best paper and largest circ ulation in its field. 


‘Lynn, Evening Item. Daily sworn av. year 
1907, 16,522; 1908, average, 16,396. ‘Two cents 
Lynn's family paper. Circulation far exceeds 
any Lynn paper in quantity or quality. 

Salem, Evening News. Actual daily average 
for 1908, 18,232 

Worcester, Gazette, eve. Aver. first 5 months, 
1909, 16,878; Largest evening circulation, 

Worcester, L’ Opinion Publique, daily (OO). 
The only Gold Mark French daily in the U. 5. 


MICHIGAN 


Detroit, Michigan Farmer. Read by all 


Michigan farmers. Ask any advertiser. 80,000. 








Jackson, Patriot, Average May, 1909, daily 
9,348, Sunday 10,205. Greatest net circulation 
Saginaw, Courier-Herald, daily. Only Sunday 
paper; aver. for 1908, 14,330. Exam. by A.A.A 





Saginaw, Evening News, daily. Average for 
1908, 19,886; July, 1909, 21,187. 


MINNESOTA 


Duluth. Evening Herald. 
23,093. Largest by thousands. 


Daily average 


Minneapolis. Farm, Stock and Home, semi- 
monthly. Actual average for six months ending 
July 15, 1c09, 100,166. 

The absolute accuracy of Farm, 
Stock & Home's circulating rating 
is guaranteed by the American 
Newspaper Directory. Circulation 
oUAR is practically confined to the far- 
AN mers of Minnesota, the Dakotas, 
aa°, = Western Wisconsin and Northern 
lowa. Use it to reach sections 

most profitably. 


Minneapolis, Farmers’ Tribune, twice-a-week. 
W. J. Murphy, publisher. Aver. for 1908, 28,270. 


Minneapolis, Journal, | ; 
and Sunday (Q@). In 1908 av- eo 
erage daily circulation evening 
only, 75,639. In 1908 average 
Sunday circulation, 72,479. 
Daily average circulation for 
May, 1909, evening only, 
71,382. Average Sunday circu- 
lation for May, 19c9, 72,797. 

(Jan. 1, 1908, subscription rates 
were raised from $4.80 to $6.00 
per year cash in advance. The 
Journal's circulation is absolute- 
ly guaranteed by the American 
Newspaper Directory. It is 
guaranteed to go into more 
[eo] ions than any other paper’ 


in its field. 








PRINTERS’ INK. 51 


Minneapolis, Svenska Ameritanska Posten. 
Swan J. Turnblad, publisher, 1908, 63,342. 


CIRCULATI'N Minneapolis, Tribune, W. J. 

Murphy, publisher. Established 

1867. Oldest Minneapolis daily. 

ae & The Sunday 7ridune average per 

TEED issue for the year ending Decem- 

ber, 1908, was 68,300. The daily 

by Am. News- 77ioune average per issue for 

paper Direc- the year ending December, 1908, 
tory. was 90,117. 


MISSISSIPPI 


Biloxi, Herald, evening. Average circulation 
for 1908, 1,096. Largest on Mississippi Coast. 


MISSOURI 


Joplin, Globe, daily. Average, 1908, 16,648. 
E. Katz, Special Agent, N. Y. 





St. Joseph, New-Press. Circulation, 1908, 
38,320. Smith & Budd, Eastern Reps. 


8t. Louis, National Druggist(@@),Mo. Henry 
R. Strong, Editor and Publisher. Average for 
1908, 9,167. Eastern office, 508 Tribune Bldg. 


8t. Louis, National Farmer and Stock Grower, 
Mo. Actual average for 1908, 104,708 


NEBRASKA 
Lincoln, Deutsch-Amerikan Farmer weekly. 
142,390 for year ending Dec 31, 1908 


Lincoln, Freie Press, weekly. Average year 
ending Dec. 31, 1908, 142,440. 


NEW JERSEY 


Camden, Daily Courier. Actual average for 
year ending December 31, 1908, 8,870. 


Jersey City, Evening Journal. Average for 
1908, 24,078. Last three months 1908, 26,021. 





Newark, Evening News. Largest circulation 
of any newspaper in New Jersey. 


Trenton, Avening Times. Av. 1906, 18,237 
Av. 1907, 20,270; last quarter yr. '07, av. 20,409. 


NEW YORE 


Albany, Evening Journal. Daily average for 
1908, 16,930. It's the leading paper. 


Brooklyn, N. Y. Printers’ Ink says 
The Standard Union now has the 
largest circulation in Brooklyn. Daily 
average for year 1008, 53,286. 


Buffalo, Courier, morn. Average, Sunday, 91,- 
447, daily, 61,604; Amguirer, evening, 34,570. 

Buffalo, Evening News. Daily average for 
1906, 94,473; 1007, 94,843; 1908, 94,033. 


Gloversville and Johnstown, N. ¥. The Morn- 
ing Heraid. Daily average for 1908, 6,132. 
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Mount Vernon, Argus, eve. Daily av. cir. 6 mos. 
ending June 30, 1909, 6,089. Only daily here. 


Newburgh, Daily News, evening. Av- 
erage circulation entire year, 1908, 
6,229. Circulates throughout Hudson 
Valley. Examin’d and certified byA,A.A. 


NEW YORK CITY 


Army and Navy Journal. Est. 1863. Weekly 
average, 12 months ending May 31, 1909, 10,344. 


Baker's Review, monthly. W. R. Gregory Co., 
publishers, Actual average for 1908, 6,700. 


Clipper, weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Average for 1908, 26,022 (OO). 





Leslie's Weekly, 225 Fifth Ave., W. 1.. Miller, 
Adv. Mgr, 186,645 guaranteed. 





The Tea and Coffee Traac Fournal Average 
circulation for year ending Dec., 1908, 10,250 
Dec., 1908 issue, 10,000. 





The World. Actual average, Morning, 346,- 
424. Evening, 406,172. Sunday, 483,336. 





Poughkeepsie, Star, evening. Daily average 
for nrst five months 1909, 4,827; May, 6,342 





Rochester, Daily Abendpost. Largest German 
circulation in state outside of New York City. 





Schenectady, Gazette, daily. A. N. Liecty. 
Actual Average for 1908, 16,760. 





Syracuse, Evening //erald, daily. Herald Co., 
pub. Aver. 1908, daily 34,067; Sunday, 40,951. 





Troy, Record. Average circulation 
1908, 20,402. Only paper in city which 
has permitted A. A. A. examination, and 
made public the report. 


Utica, National Electrical Contractor, mo. 
Average for 1908, 2,683. 





Utica, Press, daily. Otto A Meyer, publishei, 
Average for year ending Jan 1, 1909, 16,274. 


OHIO 


Ashtabula, Amerikan Sanomat Finnish. 
Actual average, 11,120 


Cleveland, Ohio Farmer. Leads all farm 
papers in paying advertisers. 100,000, 


Cleveland, Plain Dealer. Est. 1841. Act. daily 
and Sunday average 1908, 78,291, June, 1009, 
83,578 daily ; Sunday, 102,479. 


Columbus, Midland Druggist. The premier 
pharmaceutical magazine. Best medium for 
reaching druggists ot the Central States. 


Dayton, Journal. Actual average, 
21,217. 

Springfield, Farm and Fireside, over \% cen- 
tury leading Nat. agricult'l paper. ’08, 463,716. 
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Springfleld, Poultry Success, monthly ay 

32,833. 2d largest published.” Pays elven 
Youngstown, Vindicator. D'y av. ,'08, 16,009: 

Sy., 10,400; LaCoste & Maxwell,N. Y.&Chicago’ 


OKLAHOMA 


Muskogee, 7imes-Democrat. Average 1 
6,669; for 1908, 6,669. E. Katz, Agent, N.Y, 


Oklahoma City, 7he Oklahoman. 1908 aver. 
26,956; July, ‘og, 31,166. E. Katz, Agent, N.Y’ 


OREGON 


Portland, 7he Oregonian, (Q@@) For 
over fifty years the great newspaper of 
the Pacific Northwest—more circula- 

“ tion, more foreign, more local and more 
classified advertising than any other Oregon 
newspaper. June NET PAID circulation, daily, 
39,223, Sunday average, 49,245. 


PENNSYLVANIA 


Chester, 7imes, ev'g d'y. Average 1908, 1,888 
N. Y. office, 225 sth Ave. F. R, Northrop, Mgr, 
Erie, 7imes, daily. Aver. for 1908, 18,487; 
July, 1909, 19,128. E. Katz, Special Agt., N.Y, 
Harrisburg, /elegraph. Sworn aver- 
age June, 1903, 16,156. Largest paid 
circulation in Harrisburg or no pay, 
Shannon, N. Y.; Allen & Ward, Chicago. 
Johnstown, 7ribune. Average for 
June, 1909, 12,674. Only evening 

paper in Johnstown, 











Philadelphia 
Bulletin 


“The name of ‘The Bulletin’ 
is a household word among the 
people of Philadelphia and _ its 
Vicinity. 

“Its circulation now _ reaches 
far beyond the highest point ever 
attained by a daily newspaper in 
the State of Pennsylvania.” 


Net AVERAGE FoR JULY 


242,542 


Corres a Day 


“THE BULLETIN” circula- 
tion figures are net; all damaged, 
unsold, free and returned copies 
have been omitted. 


WILLIAM L. McLEAN, Pub. 
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Philadelphia, 7he Camera, is the only best 
photographic monthly. It brings resul's 
Average for 1908, 6, 825. 





Philadelphia, Confectioners’ ournal, mo. 
Average 1907, 5,514: 1908, 6,517 (OO). 


AAAAAAAAA AA 
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Only one agricultural paper in the United 
States—the FARM JOURNAL of Philadelphia 
—has been awarded all four of PRINTERS’ 
INK’S distinguishing marks—Roll of Honor, 
Guirantee Star, Sugar Bowl and Gold Mark 
(@@). the FARM JOURNAL is in the Roll 

onor because it tells the truth about its cir- 
culation ; has the Star because it guarantees its 
circulation; received the Sugar Bowl because 
PRINTERS’ INK’S investigation proved it to 
be the best agricultural paper; was awarded the 
Gold Marks because advertisers value it more 
for gnality than quantity. 


eaeaeeeooanooa 


Philadelphia. The Press (©) is 
Philadelphia’s Great Home News- 
paper. Besides the Guarantee 
Star, it hasthe Gold Marks and is 
onthe Roll ot Honor—the three 
most desirable distinctions for 
any newspaper. Sworn average 
circulation of the daily Press tor June, 1909, 
101,753; the Sunday Press, 169,976. 


Washington, Reforter and Observer, eve. and 
morn. dy. av., 08, 11,734. They cover the field. 


West Chester. Local News, 
daily, W. H. Hodgson. Aver. for 
1908, 15.844. In its 35th year. 
Independent. Has Chester Co., 
and vicinity for its field. Devoted 
to home news, hence is a home 
paper. Chester County is second 

in the State in agricultural wealth. 


York, Dispatch and Daily. Average for 1908. 
18,471 


RHODE ISLAND 


Pawtucket, Evening 7imes. 
tion, 1908, 18,185 —sworn. 


Average circula- 


Providence, Daily Journal. Average 
for 1998, 20,210 (O@ Sunday, 25,861 
(OO). Avening Bulletin, 45,373 aver- 
age 1908. 


Westerly, Darly Sun, G-orge H. Utter, pub- 
Circulates in Conn. and R.1. Aver. 6 mos , 6,066. 


SOUTH CAROLINA 


Charleston, Evening Post 
age 1908, 4,888. 


Actual daily aver- 


Columbia, State 
age for 1908, 
Sunday, (OO) 14,130. 


Sparta partanburg, /ferald. Actual daily average 
Circulation for 1908, 2,992. 


Actual aver- 


daily (@@) 13,416 





i 
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TENNESSEE 


Knoxville, ‘ournal and Tribune 
Week day av. year ending Dec. 31, 1908 
15,885. Week-day av. November and 
December, 10908, 16,909. 


Memphis, Commercial Appeal, daily, and Sun- 
day, average first 6 mos., 1909: Daily, 48,980 
Sundav, 70.016. Smith & Budd, Representa- 
tives, New York and Chicago 


Nashville, Banner, daily. Average for year 
1906, 31,456; for, 1907, 36,206; for 1908, 36,654. 


TEXAS 


El Paso, Herald, March aver. y aes Only 
F] Paso paper examined by A. A. 


VERMONT 


Barre, 7imes, daily. F. E. igo. Average 
for 1908, 4,775. Examined by A. 


Burlington, Free Press. Daily average for 
1908, 8,603. Largest city and State circulation. 
Examined by Association of Amer. Advertisers. 





Montpelier, Argus, dy., av. 1908, 3,327 Only 
Montpelier paper examined by the A. A 


Rutland, Herald. Average, 1908, ae Only 


Rutland paper examined py A. A. A 





St. Albans. Messenger, we 4 


Pama for 
1908, 3,182. Examined by A. A. 


VIRGINIA 


Danville, The Bee. Av. 1908,3,066; June, 1909, 
3,754. Largest circulation. Only evening paper 


WASHINGTON 


Seattle, 7he Seattle Times '‘@@) 
is the metropolitan daily of Seattle 
and the Pacific Northw est. It 
combines with its Feb. ’oo, cir. of 
59,486 daily, 88,762 Sunday, rare 
quality. Itis a gold mark paper 
of the first degree. Quality and 

quantity circulation means great productive value 
tothe advertiser. In 1006-'07-'08 Times beat its 
nearest competitor 6,997,466 lines. 


——__ 


ma, Ledger. Average 1908, daily, 18,732 


Taco! 
Sunday, 26,729. 





Tacoma, News. 
18,768. 


Average for year, 1908, 











WISCONSIN 


Janesville, Gazette. Daily average, June, 
1909, daily, 4,796; semi-weekly, 1,799. 


Madison, State Journal, daily. Actual aver- 
age for 1908, 5,090 

Milwaukee, Evening Wisconsin, daily. Average 
for June, 1909, 37.680 (OO). The great Home 
Paper of Wisconsin. 


Milwaukee, 7he Journal, ev:., 


ind daily. Daily average for 

GUA I2 mos., 57,609 ; for June, 1909, 
AN 68,779; daily gain over June, 1908, 
TEED 2,648. Over 50% of Milwaukee 


homes. Flat rate 7 cents per line 
Carries largest amount of advertising of any 
paper in Milwaukee. 


Oshkosh, Northwestern, daily. Average for 
April, 1908, 9,348. Examined by A. A. A 





Racine, Yournal, daily. Av. for 12 months 
ending May 1, 1909, 4,442; April, 4660. 





Racine, Wis., Established, 1877. 
Actual weekly average for vear 


GUAR ended June 30, 1909, 60,762. 
lied . Viec 
TE ED Larger circulation in Wisconsin 


than any other paper. Adv 
$3.50 an inch. N. Y. Office. 
41 Park Row. W. C. Richardson, Mgr 








54 PRINTERS’ INK. 






WYOMING 


Cheyenne, 7ridume. Actual net average six 
months, 1908, daily. 4,877; semi-weekly, 4,490, 


BRITISH COLUMBIA 


Vancouver, Province, daily Av. for 1908, 
15,922; June, ’08, 15,773; June, ‘oo, 18,601; H. 
DeClerque, U.S. Repr., Chicago and New York, 


MANITOBA, CAN, 


Winnipeg, Free Press, daily and weekly. Ay. 
erage for 1908, daily, 37,096; daily June, 1909, 
41,044; weekly 1908, 27,425; June 1909, 26,818, 





Winnipeg, Der Nordwesten. 
man newsp’r. Av. 1908, 17,645. 


Canada's Ger. 
Rates §6c. in, 


Winnipeg, Telegram, dy. av. for g mos. to Apl, 
30, '09, 26,445. Weekly, same period, 29,510. 


NEW BRUNSWICK, CAN. 
Moncton, Daily 7imes. Aver, 1908, 2,445. Now 
over 3,000. Largest between St. John, N. B, 
and Halifax, N.S 


QUEBEC, CAN, 


Montreal, La Presse. Actual average, 1908, 
daily 99,239, weekly 46,935. 














The Want-Ad Mediums 








requisite grade and class. 








This list is intended to contain the names of those publications most 
highly valued by advertisers as Classified Mediums. 
want business is a popular vote for the newspaper in which it appears. 
Advertisements under this heading are desired only from papers of the 


A large volume of 











COLORADO 
ANT advertisers get best results in Colo- 
rado Springs Evening Telegraph. 1c. a word. 


HE Denver Post prints more paid Want 
Advertisements than all the newspapers in 
Colorado combined, 


DISTRICT OF COLUMBIA 


‘TRE Evening and Sunday Star, Washington. 
D. C. (O@), carries double the number of 
Want Ads of any other paper. Rate lc. a word, 


uULLINOIS 


THE Chicago Examiner with its 650,000 Sun- 
day circulation and 176,000 daily circulation 
brings classified advertisers quick and direct 
results. Rates lowest per thousand in the West. 


Tae Daily News is Chicago’s Want Ad 
Directory. 





INDIANA 


THE INDIANAPOLIS STAR 


The Leading ‘‘Want Ad”’ 
medium of the State, publishes 
more paid classified advertising 
than any other paper in Indiana. 





RATE 
All Classifications One Cent Per Word. 
Only Sunday Paper in Indianapolis. 











MAINE 


THE Evening Express carries more Want Ads 
than all other Portland dailies combined. 


MARYLAND 
HE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad Medium of Baltimore. 
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MASSACHUSETTS 
HE Boston Evening Transcript is the Great 
Dicer Guide for New Englanders. They ex- 
pect to find all good places listed in its adver- 
tising columns eta Re 


wie We te We we 


TH Boston Globe, daily and Sunday, for the 
year 1908, printed a total of 417,908 paid 
Want Ads. This was 233,144, or more than 
twice the number printed by any other Boston 


i tk te He 


MINNESOTA 


HE Minneapolis Yournal, 
daily and Sunday, cars| foRo} | 
more paid Classified Adver- 


tising than any other Minne- 
apolis newspaper. No free or 
cut-rate advertisements and ab- 
solutely no questionable adver- 
tising accepted at any price. 
Classified wants printed in 
May, 1909, amounted to 229,376 
lines; the number of individual 
ads published were 31,219. 


Eizht cents per agate line it 
00 charged. Cash order one cent 
a word, 


THe Minneapolis Tribune is the recognized 
Want Ad Medium of Minneapolis. 


CIRCULATI'N "THE Minneapolis 7ribune is 

the oldest Minneapolis daily 

- -_ over 90,000 subscribers. 

t publishes over 140 columns of 

GUAR Want advertisements every week 

TE No at full price (average of two 

pages a day); no free ads, price 

covers both morning and evening 

by Am. News- issues. Rate, 10 cents per line. 
paper Di’tory Daily or Sunday. 


MISSOURI 
HE Joplin Globe carries more Want Ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One cent a 
word. Minimum, lc. 
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MONTANA 

HE Anaconda Standard, Montana's bes 

newspaper. Want Ads, lc. per word. Cir 
culation for 1908, 10,629 daily; 14,205 Sunday. 

NEW JERSEY 

THE Jersey City Evening Yournal \eads all 

other Hudson County newspapers in the 
number of Classified Ads carried, It exceeds be- 
cause advertisers get prompt results. 


HE Newark, N. J. Freie Zeitung (daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans. One cent per word; 8 cents per month 
NEW YORK 
HE Albany Evening Journal, Eastern N.Y.’ 
best paper for Wants and Classified Ads, 


HE Buffalo Evening News is read in over 9d). 

of the homes of Buffalo and its suburbs, and 
has no dissatisfied advertisers. Write for rates 
and sworn circulation statement. 


HE Argus, Mount Vernon's only daily. Great- 
est Want Ad Medium in Westchester County. 


RINTERS’ INK, published weekly. The re- 

cognized and leading Want Ad Medium for 
want ad mediums, mail order articles, advertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices, adwriting, half- 
tone making, and practically anything which 
interests and appeals to advertisers and busi- 
ness men Classified advertisements, 20 cents 
a line per issue flat, six words to a line. 


OHIO 
tae Youngstown Vindicator—Leading Wa'.t 
Medium. lc, per word. Largest circulation. 


OKLAHOMA 
HE Oklahoman, Okla. City, 31,166. Publishes 
more Wants than any 7 Okla. competitors. 


PENNSYLVANIA 
HE Chester, Pa., 7+mes carries from two to 
tive times more Classified Ads than any other 
paper. Greatest circulation. 


UTAH 
HE Salt Lake 7ribume—Get results—Want 
Ad Medium for Utah, Idaho and Nevada. 


CANADA ’ 
THE Evening Citizen, Ottawa, the Capital 
of Canada, prints more want ads than all 
other Ottawa papers combined, and has done 
so for years. One cent a word. 


THE La Presse, Montreal. Largest daily cir- 
culation in Canada without exception. (Daily 
99,239—sworn to.) Carries more Want Ads 
than any newspaper in Montreal. 








OO) Gold Mark Papers OO 








Advertisers value the Gold Mark publications more for the class and 
quality of their circulation than for the mere number of copies printed. 
_ Out of a total of over 22,000 publications in America, 122 are dis- 
tinguished from all the others by the so-called gold marks (@©)- 




















ALABAMA 
The Mobile Register (QQ). Established 1821. 
ichest section in the prosperous South, 
DISTRICT OF COLUMBIA 
Every body in Washington SUBSCRIBES to 
The Evening and Sunday Star. Average, 1908, 
38,762 (@@). 
GEORGIA 
Atlanta Constitution (@@). Now as always 
the Quality Medium of Georgia " 





Savannah Morning News, Savannah,Ga The 
Daity Newspaper for Southern Georgia. C. H. 
Eddy, New York and Chicago Representative. 


ILLINOIS 
Bakers’ Helper (@@), Chicago. Only “ Gold 
Mark”’ journal for bakers. Oldest, best known. 
Grain Dealers Fournal (@@), Chicago, the 
grain trade’s accepted medium for “Want” ads. 
The Inland Printer, Chicago ( ). Actual 
average circulation for 1905, 15,866. 








KENTUCKY 


Louisville Comrier-Fournal (@@). Best paper 
in city; read by best people 


MAINE 
Lewiston Evening Journal, daily, average for 
1907, 7,784; weekly, 17,545 (@@) ; 7.44% increase 


daily over last year. 


MASSACHUSETTS 
Boston, American Wool and Cotton Reporter. 
Recognized organ of the cotton and woolen 
industries of America (@©). 


Boston Evening Transcript (Q@), established 
1830. The only gold mark daily in Boston. 


Worcester L' Opinion Publique (O©). Unly 
French paper among 75,000 French population. 


MINNESOTA 
The Minneapolis Yournal (©). Largest 
home circuiation and most productive circula- 
tion in Minneapolis. Carries more local adver- 
tising, more ciassihed advertising and more total 
advertising than any paper in the Northwest. 


THE NORTHWESTERN MILLER 


(OO) Minneapolis, Minn., $4 per year. Covers 
milling and flour trade all over the world. The 
oniy “Gold Mark”"’ milling journal (O@). 


NEW YORE 
Army and Navy Journal, (®©). First in its 


class in circulation, intluence and prestige. 


Brooklyn Eagle (Q@@) is THE advertising 
medium of Brooklyn 


Century Magazine (O@). There are a few 
people in every community who know more 
than all the others. These people read the 
Century Magazine. 





Dry Goods Economist (O@), the recognized 
authority of the Dry Goods and Department 
Store trade. 


Electric Railway Journal (Q@@). A consoli- 
dation of ‘Street Raiiway Journal’’ and 
“Electric Railway Review."’ Covers thoroughly 
the electric railway interests of the world. 
McGRAW PUBLISHING COMPANY. 


Engineering News (Q©). Established 1874. 
The leader in its field. Reaches the man who 
signs the order. Ask any of its thousand 
advertisers. Circulation over 16,000 weekly. 


The Engineering Record (@@). The most 
progressive civil engineering journal in the 
world. Circulation averages over 14,000 per 
week. MCGRAW PUBLISHING COMPANY. 





The Evening Post (@@). Established 1801. 
The only Gold Mark evening paper in New York. 
“The advertiser who will use but one evening 
paperin New York City will, nine times out of 
ten, act wisely in selecting The Evening Post.” 
—Printers’ Ink. 





New York Herald (@@). Whoever mentions 
America’s leading newspapers mentions the 
New York Herald first. 
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LIFE without a competitor, Humorcys 
clever, artistic, satirical, dainty, literary. The 
‘E, e 


only one of its kind—that’s LIF 


Scientific American (Q@) has the largest cir. 
culation of any technical paper in the world, 


The New York Times has a greater daily ci 
sale than the combined city sales of the reid 
three morning newspapers popularly ranked 
with it as to quality of circulation, 





New York 7ribune (@@), daily and Sunday. 
Established 1841. A conservative, clean and 
up-to-date newspaper, that goes to the homes 
of the great middle class. 


Vogue (@@) carried more advertising in 1995 
1906, 1907, than any other magazine pe oe cir, 


OREGON 


The Oregonian, (@@), established 1851. The 
great newspaper of the Pacific Northwest. 


PENNSYLVANIA 
The Press ( ) is Philadelphia's Great Home 
Newspaper. It is on the Roll of Honor and has 
the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn circulation of The Daily Press, 
for 1908, 95,349; The Sunday Press, 133,984. 


THE PITTSBURG 
©) DISPATCH 


The newspaper that judicious advertisers 
always select first to cover the rich, pro- 
ductive Pittsburg field. Best two cent 
morning paper, assuring a prestige most 
profitable to advertisers. Largest home 
delivered circulation in Greater Pittsburg. 














RHODE ISLAND 


Providence Fournal ( ), @ conservative 
enterprising newspaper without a single rival. 


SOUTH CAROLINA 


The State (@@), Columbia, S. C. Highest 
quality, largest circulation in South Carolina, 


VIRGINIA 


_ Norfolk Landmark (@@®). Oldest and most 
influential paper in tidewater. 


WASHINGTON 
The Seattle Times (@@®) leads all other Seattle 
and Pacific Northwest papers in influence, cir- 
culation, prestige. 


WISCONSIN 
The Milwaukee Avening Wisconsin the 
only Gold Mark daily in Wisconsin. {90 lome 
paper that deserves first consideration when ad 
vertising appropriations are being made. 


CANADA 


The Halifax Heraid ( and the Eventi 
Mail. Circulation 15,5500 rate. ‘ - 





The Globe, Toronto (@@), is Canada’s 
— Newspaper, and each is proud of the 
other. 
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Classified Advertisements 











less than one dollar. 





Classified advertisements in ‘Printers’ Ink” cost twenty cents an agate 
line for each insertion, $10.40 a line per year. Five per cent discount may 
be deducted if payment accompanies copy and order for insertion and ten 
per cent on yearly contract paid wholly in advance. No order accepted for 














ADVERTISING AGENCIES 





ARLOW ADVERTISING AGENCY, 
Omaha, Neb. Newspapers and Magazines. 





Aleeet FRANK & CO., 26 Broad St., N.Y. 
General Advertising Agents. Established 
1812. Chicago, Boston, Philadelphia. Advertis- 
ing of all kinds placed in every part of the world. 





The Arkenberg Co. of Toledo 
hel O., gives best ae 4 lowest 

publishers’ prices and proves 
insertions. Classified rate directory 25c. Esti- 
mates free. 


DVERTISING PLACED IN ALL NEWS- 
PAPERS, MAGAZINES AND TRADE 
PAPERS AT LOWEST RATES. NO AC- 
COUNT TOO SMALL, ASK FOR FREE 
ESTIMATE OR PLAN FOR CAMPAIGN. 
KLINE ADV. AGENCY, RIDGWAY, PA, 











ADVERTISING IN 


being placed for M. C. Farber, of 
Chicago (watches), through the 
BEERS ADVERTISING AGENCY 
HAVANA, CUBA 


New York Office: 66 Beaver Street, Room 801 
Gro. W. Dyer, Representative 














BANKERS— 
Want An Ad Man? 


XPERIENCED, _ energetic, 

and succesful bank adver- 

tising man, in prime of life, 
at present employer but having 
spare time, wishes to make part 
time arrangement with two or 
three other banks which desire 
services of capable ady. man but 
do not care to assume entire ex- 
pense of such arrangement. 

Is man o. executive ability 
and judgment, with ideas; some 
of which have created extensive 
favorable comment in_ national 
advertising circles. Excellent 
copy man. Married, egg cae f 
reliable, and can_ give bond. 
Does not use intoxicants. Has 
many testimonials and can give 
any number of references. 

Rcoictenaell in, and would 
consider propositions from other 
lines, Address 


“* PROGRESSIVE,” 
Care of Printers’ Ink. 














ADVERTISING MEDIA 





HE Ladies’ Home Yournal, is the greatest 
advertising medium in the world. 





The Saturday Evening Post—greater results 
at lower cost. ‘Ihe Curtis Pub. Co., Phila. 








BUSINESS OPPORTUNITY 





AVE had 16 years experience in Business 

and Advertising Management. Would in- 
vest small amount of money together with ser- 
vices in good proposition, Address ‘R. S.,"" 
care Printers’ Ink, 





Chicago-New York-Pittsburg, for 
THE BLACK 20 years the coal trades’ leading 


DIAMON D journal. Write for rates. 


THE circulation ot the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
150,000 copies per day. 


The Bank Advertiser 


Has a national circulation to banks exclusively, 
C, E. Auracher, Publisher, Cedar Rapids, Iowa. 











COIN CARRIERS 
GET THE CASH 


with the subscription order. 
Also used with Want ad 
dept 1,000 any Printing, 
$3.25 ; 5,000 any Printing, 
0.00. Samples free. DE- 
ROIT COIN WRAPPER 
CO., 4 John R. Street, Detroit, Mich. 























AD WRITERS 
If Your Ads. Don’t Pull ‘,. 
W. D. KEMPTON, Glen Bldg., Cinci i, O, 


ENGRAVING 


KitAB ENGRAVING CO. (Inc.), 401 Latay- 
ette St., New York, makers of half-tone, 











color, line plates. Prompt and careful service. 
It ing. TELEPHONE; 1664 SPRING. 

















ELECTROTYFES 


PRINTERS’ 


INK. 





MISCELLANEOUS WANTS 








Get Our Prices 
On Electros 


We'll give you better plates, quicker service 
and save you expressage. Largest electrotyp- 
ing plant in the world—capacity 90,000 column 
inches a day. Write for prices and sample of 
patent Holdfast interchangeable base. 


ELECTROTYPE COMPANY, Advertis- 
RAPID ers’ Block, Cincinnati 0. 














FOR SALE 





OR SALE—Complete file of ‘The Adver- 

tisers’ Guide " (published by the late Stanley 
Day), June, 1889, to June, 1905. Make me an 
ofter. “ BOX 8,"' Newmarket, N, J. 


RECEIVER'S SALE 


Running Newspaper and Job Printing of 
Paterson, N. J., Press, August 16th, at 2 
P.M. Particulars on request. JAMES F. 
JORDAN, Receiver. 











HELP WANTED 





i ( facsdes an all around idea and copy man ina 
service agency. Must be original in pre- 
p rng follow-up series of business literature. 
Permanent position to right man, State age, 
experience and salary expected ‘BOX No. 42,” 
care Printers’ Ink, 





REE REGISTRATION is offered for limited 

period to reporters requiring not over $18 a 
week and Linotype Operators (4500 minion), not 
over $22. Good positions open. Booklet sent 
free FERNALD’S NEWSPAPER MEN'S 
EXCHANGE, Springfield, Mass. 





DITORIAL WRITER WANTED FOR 

LEADING BOSTON DAILY. Must be 
tamiliar with public questions and able to write 
terse, vigorous, vivid, epigrammatic English. 
Good position for right man. Send printed 
samples of work. Address, ‘‘ EDITORIAL,” 
P. O. Box 2914, Boston, Mass. 





Advertising Mail Order Man 
Wanted 


One of the largest advertisers in the country 
wishes a keen, active and aggressive young man 
now employed who has had successtul experi- 
ence in advertising and mail order departments, 
and can bring with him a knowledge of success- 
ful methods. Good salary, permanent position, 
with chance of advancement. Address, in con- 
fidence, giving full particulars, ‘'S, C.,"" care 
Printers’ Ink. 





APABLE MAN OR WOMAN, stenographer 

preferred, who can prepare advertising mat- 
ter and take charge of follow-up system and 
correspondence. Philadelphia house. State 
experience, salary and — Address, 
“C M_," care Printers’ Ink. 








HOUSE ORGANS 


Y COPY increased the demand for a tech- 

nical house organ from 10 to 30 thousand 
in 6 months, I write (publish if you want) your 
own litile business-getting magazine. C, H. 
CLAUDY, Washington, D, C, 








ANTED—An Automatic Press for print 

cards and other small work; stare mone 
when purchased and lowest cash price. JOHN 
J. SULLIVAN, Florence, Mass. 





$$. 
OUNG MEN AND WOMEN of ability who 
seek positions as adwriters and ad managers 
should use the classified columns of PRINTERS’ 
INK, the business journal for advertisers, pub. 
lished weekly at 12 West 81st St., New York 
Such advertisements will be inserted at 20 cents 
a line, six words tothe line. PRrinTERS’ Ink is 
the best school for advertisers, and it reaches 
every week more employing advertisers than 
any other publication in the United States. 


BUSINESS ARTICLES WANTED 


WANT contributions from at least ten virile 

writers REGULARLY, for my new magazine 
“BUSINESS SERVICE,” already read by 
25,000 men. This is a BUSINESS publication 
making a strong feature of Collection and the 
handling of accounts. If you can write sanely 
forcibly and interestingly on both subjects, all 
the better. I want single articles and series— 
but they must TELL SOMETHING and tell it 
well. No “space fillers’’ wanted. BUSINESS 
SERVICE, 237 State St., Detroit, Mich, 











PATENTS 
fom PATENTS that PROTECT 


Our 3 books for inventors mailed on receipt 
of 6 cts. stamps. R. 8. & A. B. LACEY, 
Washington, D.C. Established 1869. 























POSITIONS WANTED 





UBLICITY SPECIALIST, who has just 
concluded two highly successful advertising 
and publicity campaigns, seeks connection with 
advertiser or agency that can utilize original 
ideas and strong copy. A.B., care Printers’ Ink, 





ANIED—Position on six-day paper, two 
Pressmen. Union, married, strictly tem- 
perate. Combination job, Pressman and Sterev- 
typer—Scott & Goss Presses. Address ‘‘PRESS- 
MEN," care Printers’ Ink. 





EEN, HUSTLING ADVERTISING and 

printing manager, editor of house journal, 
seeks immediate position; high-class company 
only. References exceptional. ‘‘“HARVAKD,” 
care Printers’ Ink 





Colizcs graduate (29) having seven years 
business experience, two in advertising field, 
wishes position as assistant to advertising man- 
ager in large or growing manufacturing concer. 
At present representing advertising department 
N.Y. publication. Address “H. R."’ care P 1. 





XPERT CIRCULATION AND ADVER- 

TISING MAN, (young, 32) wants to change. 
Commands and earns good salary. Capable 
manager of either department, Prefer middle 
west daily. References. Address, “F. M. W.," 
care Printers’ Ink. 


CIRCULATION 
MANAGER 
BEST OF EXPERIENCE AND_ ABILITY, 


WISHES TO MAKE A CHANGE, “Y. Z,,.” 
care Printers’ Ink. 








ELLING CAMPAIGN EXPERT and Adv. 

Writer wants position.with Trade Paper or 
Agency. Wide experience in both lines, also 
as solicitor and special writer. Can show 
work to prove experience and ability. Now 
employed. “EXPERT,” P. O. Box Mil, 
Chicago, Illinois, 
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Position 


Wanted 


by an intelligent, observ- 
ing, industrious, up-to-date, 
college, fraternity man, who 
has had seven years ex- 
perience in the advertis- 
ing business and is looking 
for more. Has tried it 
in the South and West 
and found it to his liking, 
but prefers locating in the 
East where his home and 
friends are. If interested 
please address ‘‘ BOX W..,” 


Printers’ Ink. 





PRESS CLIPPINGS 





ANHATTAN Press Clipping Bureau, 
Arthur Cassot, Prop., supplies the best 
service of clippings from all papers, on any 
trade and industry. Write for terms, 334 Fifth 
Ave., New York City. 





OMEIKE’S PRESS CLIPPING BUREAU. 

110-112 West 26th Street, New York City, 
sends newspaper clippings on any subject in 
which you may be interested. Most reliable 
Bureau. Write for circular and terms. 








PRINTING 





OU share with us the economy of our loca- 

tion. Our facilities insure perfect work. 
Prompt estimates on letter-heads, factory forms 
and boukilets in large quantities. THE BOUL- 
TON PRESS, drawer 98, Cuba, N. Y. 





ENERAL PRINTING, CATALOGUE and 
BOOKLET WORK. — Unusual facilities 
Sor large orders—monotype and linotype ma- 
chines—large hand composing room, four- 
color rotary, cylinder, perfecting, job and 
embossing presses, etc. Original ideas, good 
workmanship, economy, promptness. Op- 
portunity to estimate solicited. 
WINTHROP PRESS, 419 Lafayette St., N. Y. 








’ 
TRADE-MARKS 





RADE-MARKS registered in U. S. Patent 

Office. Names of publications are registrable 
trade-marks under conditions. Booklet relating 
to trade-mark protection mailed on request. 
BEELER & ROBB, Trade-mark Lawyers, 111- 
112 McGill Bldg., Washington, D. C 
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PUBLISHING BUSINESS OPPORTUNITIES 


Dividends 

will be paid 
next year to those who get 
into the publishing business 
now on the right basis. 
We know of several good 
openings for men with cap- 
ital and publishing ability. 
Prices range all the way from 
$5,000 up. $20,000 will buy 
an excellent business. 
Our office is the clearing 
house for publishing proper- 
ties, and we try to keep in 
touch with the market. Per- 
haps we can serve you. Our 
time against yours if you have 
the money and mean business. 


HARRIS-DIBBLE COMPANY 


Brokers in Publishing Property 
253 BROADWAY NEW YORK 














The Man Look- 
ing for the Position 


The Manufac- 
turer Looking for an 
Advertising Man 


Can get together through 
Printers’ Ink. A dozen 
prominent advertisers want 
high-priced advertising 
managers now—read their 
ads in Printers’ INK. 
Every live advertising man 
who wants another posi- 
tion makes his wants 
known through PRINTERS’ 
INK. 

If you want a position 
or want to employ an ad- 
vertising man, try a Print- 
ers’ INK Classified ad. 
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Business Going Out 











The Piso Remedy Company, of War- 
ren, Pa., will not take up newspapers 
this year. 





_ The Hulley Agency, Pittsburg, is plac- 
ing advertising for _Broaddus College, 
Phillippi, W. Va., in West Virginian 
newspapers. 





Alfred Benjamin & Co., New York, 
have selected a list of newspapers for 
their fall campaign, and are placing the 
business through the Juros “on. 
Sherman & Bryan are handling the ac- 
count in all other mediums, 





The Texas Loan & Guarantee Com- 
pany, Houston, Tex., is sending out 
orders to Eastern papers for forty-one 
lines, twenty-eight times, through the 
Crockett Agency, New Orleans, 





Contracts amounting to 50,000 lines 
to be used in fifteen months are goin 
out direct from Atlanta, Ga., for Swift’s 
Specific and Bradford’s Regulator. 





Calkins & Holden, New York, are 
sending out contracts for 4,400 lines to 
Western papers, 





The American Thermos Bottle Com- 
pany, New York, is placing 5,000 lines 
in the South, through en Leven- 
Nichols, of Chicago. 





The Hulley Agency, Pittsburg, is 
sending out small-space contracts, for 
three months to: women’s publications, 
for the Wilson Manufacturing Com- 
pany, Pittsburg, who are putting out a 
patent bread toaster, 





The Gundlach Agency, of Chicago, is 
using 2,000 lines in the Southwest for 
Babson Bros. 





Dr. L. F. Boone is placing 1,300-line 
contracts to be completed in six months 
through Nelson Chesman. 


The Guenther-Bradford Agency, of 
Chicago, is sending out 1,125-line orders 
to newspapers for St. Mary’s College. 


Ben Leven-Nichols Advertising Com- 
nany, Chicago-New York, is_ placing 
orders in the national magazines for 
the Royal Tailors, Chicago-New York. 
Single pages and double spreads will be 
used exclusively. 


Increased orders will go to mail-order 
mediums and probably one hundr 
mediums in addition to the old list for 
the Daniel B. Frazier Company, farm 
lands and real estate development, from 
the Foley Agency’s Philadelphia office. 





Southern papers are receiving orders 


from N, W. Ayer & Son, Philadelphi 

for 300 inches to be used for rey my 

qe Serey Company, of Lynchburg, 
a. 





Frank Seaman, Inc., New York, is 
sending out orders for 1,000 lines for 
the Stewart, Howe & Meak Company. 





The New York office of the Wyckoff 
Agency is asking Sunday papers for 
rates on 100 lines, 18 times, for the 
Continental Tire business. 





The Gratz Agency, Philadelphia, is 
placing orders in N. Y,. State pa 
for th: Dr, Taylor Remedy Co., Phily 
delphia. 





Biggs, Young, Shone & Co., Inc., are 
nacing orders for the fall campaign of 
the Hill Dryer Company. The list of 
mediums used will be increased over 
previous fall campaigns and the space 
will be devoted to both that advertiser's 
Dryers and Sifters. 


The Plexo Preparations Company is 
starting a magazine campaign in wo- 
men’s leading publications for its 
Plexo Face Powder, one of the many 
Plexo toilet articles. The campai 
both to the consumer and to the on ng 
is being planned and executed by the 
Coupe & Wilcox Company, 261 Broad- 
way, New York. 





Twenty cities throughout the East, 
West and South are being used by the 
Ben Leven-Nichols Advertising Com- 
pany, Chicago-New York, to advertise 
the products of the American Thermos 
Bottle Company, of New York. Uni- 
form copy of 500 lines is being inserted, 
This interesting campaign will be ex- 
tended through every section of this 
country during the fall. 


The Muenchenberg Adv. Agency, New 
York, is asking for rates on the C/B 
Corset business, 





Michigan and Missouri dailies are be- 
ing a the Ben Leven-Nichols Ad- 
vertising Company. Chicago-New York, 
for Old James E. Pepper Whiskey. The 
mail-order campaign in behalf of this 
noted whiskev has been most successful, 
National magazines will be uw 
throughout the fall. 





Albert Frank & Co., New_York, will 
place the advertising of the Royal Mail 
Steamship Company in about two 
months. 





A series of quarter-page advertise- 
ments will be sent out for George 
Ww. jecope & Co. advertising Truman 
A. DeWeese’s book on advertising— 
“Practical Publicity.” 
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BOSTON ITEMS. 





The Walton Advertising and Print- 
ing Company is sending out orders to 
newspapers for fifty-line copy on the 


’ Smith & Thayer Winchester Heater ad- 


vertising. 





A few September magazines have re- 
ceived orders trom the Shumway 
Agency on the Pacific Mills business. 





Barney & Berry, skate manufacturers, 
of Springfield, Mass., are making up a 
list of mediums for fall and winter 
advertising. This business is placed by 
the J. D, Bates Advertising Agency, 
oc) mc Mass. This agency is also 
considering mediums for the advertis- 
ing of the Allen Higgins Company, 
Worcester, Mass. 





Wood, Putnam & Wood are placing 
contracts for the Regal Chenstaal Com- 
any, proprietors of Regal Life to the 
air. Newspapers are being used in 
territory where the goods are on sale. 





Orders are going out to New Eng- 
land dailies from the Batten Agency 
or the Blackstone Cigar advertising. 
his is the product of the Waitt 
Bond Company, and the contracts are 
for 700 inches. 





The United Drug Company is buying 
back covers in leading publications to 
exploit Rexall Hair Tonic. The orders 
are placed by Wood, Putnam & Wood. 





The Spafford Advertising Agency is 
placing all the advertising of A. J. 
Orem & Co. Large copy is used on 
the financial pages of newspapers 


throughout the country. 


The Baker Extract Company, of 
Springfield, Mass., is considering a 
list of agricultural pers for the ad- 
vertising of Baker’s Flavoring Extracts. 
The contracts will be placed by the 
— Advertising Agency, of New 

Ork. 


The Lovett, Chandler Company, 6 
Beacon street, is placing a New Eng- 
land campaign for Sure-Lax. Daily 
newspapers will be used. 


The Friend Soap and Supply Com- 
pany is using a large list of mail-order 
publications through the New England 
Advertising Agency. This agency is 
also handling the appropriation of the 
Bluine Company. 


The appropriation of the New Eng- 
land Confectionery Company, manu- 
facturers of Necco Sweets, has been 
made. Contracts will be placed in = 
eral publications by N. W. Ayer & Son. 


The A. W. Ellis Agency is consid- 
ering mediums for the fall advertising 
of Packard & Field on their Korrect 
Shape Shoes. 


Contracts for the advertising of Ab- 
sorbine, made by W. F. Young, Spring- 
field, Mass., will be placed this, mon 
by the Powning Agency, New Haven, 
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Conn. Agricultural rs and - 
zines will be used. eats — 


The Douglas Shoe Company, of 
Brockton, s., is making plans for 
next year’s advertising. Fourteen thou- 
sand to 20,000-line contracts are bein 
made with newspapers in cities a 
towns where there are Douglas stores. 
The business is placed direct by F. L. 
Erskine, advertising manager. 





_ The classified departments of maga- 

zines are receiving orders for six 

months’ advertising of the Kirk Manu- 

facturing Company, Oid South Bldg. 
— +0 


ST. LOUIS-KANSAS CITY NOTES. 


The St, Louis office of H. W. Kastor 
& Sons is sending out four-inch copy 
for Schiller Bros., of Kansas City, to 
dailies and weeklies of the South and 
West advertising mail-order beer. 





The Schwartz Importing Company, of 
St. Louis, is sending out small agents’ 
copy toa are list of mail-order papers 
through H. W. Kastor & Sons. 


The Jasomart Company, of St. Louis, 
is sending out fifty-line Asthma Cure to 
a large list of metropolitan papers 
through the St. Louis office of H. W. 
Kastor & Sons. 


el 
The Alabama legislature has just 
enacted a most drastic prohibition law, 
which includes a prohibition of all 
liquor advertising. 





Rumors from Chicago have it that 
Richard J. Sears, president of Sears, 
Roebuck & Co., the great mail-order 
house, will shortly retire, having sold 
about half of his holdings in the cor- 
poration, 





The pure milk commission of the 
Children’s Aid Society in Indianapolis 
has hit upon a new advertising medium 
to lower infant mortality—the moving 
picture shows. Films showing the sta- 
tions and pictures of children benefited 
by pure milk are supplied to moving 
picture theatres, together with text 
slides advertising the society’s facilities, 


ages Kobbe, who for several es 
was advertising manager of the nd 
Drill Company, and later handled in- 
dependents’ acounts, has just gone with 
Forest and Stream to look after their 
advertising interests. 


C. H. Clark, formerly assistant ad- 
vertising manager of the Western Elec- 
tric Company, New York City, and 

A Day have accepted positions in 
the copy department of the F. 
Switzer Company, Utica, N. Y. 


The Coupe & Wilcox Company, New 
York, is planning the advertising of 
“Kretol,” the oldest American Carbo- 
lated Disinfectant, manufactured by the 
oN Mfg. Company, of ety yoo 








tories and large consumers, backed up 


by a comprehensive plan of circularizing 
selected ists of dealers and large con- 
sumers. 
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To Sell 
Toothpowder 


If it is a good article that 
will stand professional ex- 
amination you should learn 
about this special plan for 
pushing its sales. 

A little money in a small 
territory will demonstrate. 

It will spell fortune for 
the one who is allowed to 
use it. Only a “live” one 
can have it. 

Address me on your busi- 
ness stationery and I'll re- 


ply on mine. Address 


“OCCUPIED,” 
Care Boston Office of 
Printers’ Ink, 2 Beacon St., 
Boston, Mass. 


Do You Desire to Push the 
Sales of a Toothpowder ? 


“*A Daily Newspaper for The Home” 


The Christian Science 


Monitor 


OF BOSTON, MASS. 


Every Afternoon Except Sunday 





World-wide Circulation and 
undoubtedly the most 
closely read 

newspaper in the world. 





Advertising rates furnished 
on application. 














THE LEADING THEATRICAL WEEKLY 


ARIETY 


The only theatrical paper reaching the 
desirable class of readers. 
Publication Office 
1536 BROADWAY, NEW YORK CITY 








f No hard times here. 1 Tube 
Mill—2_ sheet mills—5 big glass 
houses, 1 crucible steel plant and 
one hundred lesser plants paid big 
wages every week in 1908. Men 
get as high as $12.00 a day—that 
makes buying power. Get a line on 
this great field—send for our rate 
card. Washington Record, Wash- 


’ ington, Pa. 














If it is a good article, | 
either power or paste, learn | 
about this special plan for | 
pushing its sales. | 

You need not “cover the | 
country” to prove the effi- | 
ciency of this plan. 

A small territory and a| 
little money will suffice to | 
demonstrate. | 


| 





Printers INK 
at $5 for three 
years’ sub- 
scription is the 
greatest prop- 
osition in the 
world for live 
advertisers. 
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PRINTERS’ INK. 


Publisher Got Results from 


“Printers’ Ink” Before the 
Issue Containing His Adver- 
tisement Reached Him. 


If you want to reach advertisers and adver- 
tising men the one logical medium for you is 


PRINTERS’ INK. Here is concrete evi- 


dence: 
Li BERTYVILLE, ILL., July 28, 1909. 
Publisher of Printers’ INK: 

It is only fair that I should add my mite to the 
brightness of the halo worn by advertising men. 

Some time ago in a generous moment we 
treated the Business Philosopher to a page ad in 
PRINTERS’ INK 

The heading was: “Do Advertising Men Ever 
Answer Ads?” , 

We found out 

They do. 

Before the copy of Printers’ INK containing 
our advertisement reached this office (and it al- 
ways comes in not later than Saturday of the 
week of publication) eight letters containing the 
P. I. coupon had been received. 

I suppose this isn’t such a bad addition to the 
brightness of the P. I. halo. 

Anyhow, advertising men do answer ads when 
the ads contain something worth while. 

Very merrily, 
Tuomas DUvEIER, 
Managing Editor. 


PRINTERS’ INK brings results because 
it holds the confidence of its readers, who are 
the largest advertisers in the world. Let us 
tell you of an inexpensive plan for you. 


PRINTERS’ INK PUBLISHING CO. 


J. D. HAMPTON, J. M. HOPKINS, F.C. BLISS. 
President Manager Adv. Manager 
12 WEST 31st STREET, NEW YORK 
CHICAGO : BOSTON : ST. LOUIS: LONDON : 
844 Tribune Bidg. 2 Beacon St. Third Nat'l Bank Bldg. S. H. Benson, Ltd. 
Wao. S. Grath Julius Mathews A, D. McKinney _ Kingsway Hall. W. C. 
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“Tt won't do us 
any harm to have Mr. 
Roosevelt preaching 
welcome doctrine to 


us one day each week”’ 


Citizen, Lowell, Mass. 


Mr. Roosevelt’s 
Editorials appear 
exclusively in 


The Outlook 

















